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FOR BIGGER AND BETTER 


TOY and 
NOVELTY SALES 


This Fall and Winter 


USE ONE OR MORE 


Of the Large Size, Electrically Operated, 
Mechanical 


“DOLLS OF ALL NATIONS” 


In Your Window Displays 
REBUILT - MADE NEW 
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R 10 DEAN DOLL 


Moves both hands up and down. Turns head from left to 

right. Moves eyes from side to side. Size 7’ 4’’ high, 5’ long, 
J 6” wide. 

Write today for complete 

list of mechanical recondi- 

tioned figures at ¥% off 

regular prices. 


MESSMORE & DAMON 


404 West 7th St., New York City 
































No need to make your own when 
you can buy a 


Jackbilt Fireplace 
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For your window and floor displays. 


Sample $1.50 


A liberal discount if 
purchased in quantities 


Made of heavy FIBERHIDE Board 


attractively decorated in four colors 
Size set up 3514” high, 40” long and 


1114” wide 


Rochester Folding Box Co. 


ROCHESTER, N. Y. 
Sales Office—200 Fifth Avenue, New York City 
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nnouncing our new INTERIOR 


DISPLAY SERVICE 


Merrie an ever increasing demand for 
practical and selling ideas in Interior Displays, we are beginning with July 15th, 
issuing monthly an Interior Photographic Service, made up of 10 displays with de- 
scriptive caption selected from leading metropolitan stores. 


These displays show clever ideas which are being successfully carried out in main 
floor and upper floor departments. They are inexpensive in construction and are 
being found by store executives to stimulate business in a most satisfactory way, 
adding life and sales appeal to the small as well as large department. 


‘The greatest need of department stores is more effort and thought put into interior 
displays, the store spends hundreds of thousands to bring the people to the store 
. . . the interior display is at the heart of the sales plan and is the sales message 
that works when the customer passes by,’’ was the statement of William Sharing- 
hausen from the Bon Marche Store, Seattle, Washington, at the recent Display 


Convention. 


Price for this new Service $&.00 
10 photographs a month for 


e@e 
WINDOW PHOTO SERVICE 


Our regular monthly service of 10 windows per week 
showing display work and important fashion notes and 
advertising tie-up is continuously meeting the require- 
ments of display man, advertising and merchandising 
executives. 


Price per month gee 
40 photographs 


WORSINGER WINDOW SERVICE 


110 West 40th Street, 











New York City 
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WHAT WILL “I”? GET 
OUT OF IT? 


The 
I.A.D.M. 


“Facts” 


“(set” 


“Cave” 


66 

he I had that to do over!” is an ex- 
pression signifying the constructive 
thinking of the individual. Such re- 
marks always indicate the job to be 
“done over” would be improved. With 
a window display that expression sig- 
nifies the adoption of new forms of 
merchandise expression; the introduc- 
tion of new display techniques. Unfor- 
tunately, however, display jobs are sel- 
dom “done over.” We, therefore, must 
profit by each mistake, trying never to 
make the same mistake twice. Such 
consideration of display work denotes 
progress, and if there was ever a pro- 
fession whose methods must always in- 
dicate progress it is display. 


But the failure to recognize changes 
and keep abreast of the times is, per- 
haps, what has been lacking in display; 
maybe not so much in the individual as 
in display organizations. The parent 
organization of all display clubs, the 
I. A. D. M., is thirty-five years old. 
The thirty-fifth annual convention was 
held in Chicago in June, but as many 
“old timers” said, “What a contrast to 
the twenty-fifth annual convention.” 
The twenty-fifth annual convention was 
held in Chicago also, but it was attend- 
ed by more than 1,400 displaymen, with 
manufacturers’ exhibits totaling more 
than 80, and taxing to capacity Chi- 
cago’s huge Coliseum. The “old tim- 
ers” consoled themselves with, “That 
was in display’s ‘heyday;’ times have 
changed and we’re in the midst of a de- 
pression.” Yes, times have changed, 
but must we lay all the blame of dis- 
play’s failure at depression’s door? 


Other displaymen attributed the 
present status of display to laxness in 
the display organization; failure to se- 
cure cooperation among displaymen in 
American cities; failure to obtain co- 
operation between local clubs and the 
parent organization. If these asser- 
tions are true, then it will take a new 


organization to secure cooperation; an 
organization with a new set of stand- 
ards; an organization capable of giving 
its membership something other than 
just membership cards. 


The I. A. D. M. gave its membership 
something. substantial. in. 1927. and 
1928; something so fine, so sincere, so 
authentic that they are still quoted. 
We are referring to “The International 
Display. Digest,”. “Facts”. and. “The 
Value of Window Display Circulation.” 
It is very doubtful whether the mem- 
bership truly appreciates the worth of 
these publications; the fact that they 
have survived proves the ability of the 
display organization to do things when 
the “wherewithal” is available and co- 
operation is secured. 


Today, when you approach a man 
and suggest a membership in the I. A. 
D. M., his first question is, “What will 
I get out of it?” When his city has an 
affiliated club he is certain of display 
contacts, and if the club has the sup- 
port of the “big” displaymen in the 
town he is assured of progressive and 
educational meetings. But, all too fre- 
quently, the individual club cannot se- 
cure the cooperation of the “big” men. 
They are contacted, to be sure, but in 
most instances they refuse to become 
affiliated with the group because of 
“What can I get out of it?” Must we 
always think in terms of “get” rather 
than give? 


Until cooperation is secured; until 
display groups can formulate instruc- 
tive programs that will benefit every 
member whether a fixture boy or a dis- 
play executive, the value received for 
the “dues” must be attributed to the 
maintenance of a secretary, association 
headquarters, postage, stationery, mem- 
bership cards, identification badges, 
ribbons and cups for prize awards— 
and these items have never, to our 
knowledge, been donated. 
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CONTINENTAL 


By RAOUL AUTHIER 
CREATOR DESIGNER 
STUDIO SIEGEL (OF PARIS) 
NEW YORK CITY 


Simp te, beautiful, and severe, all new phases of the age we 
are living, achievement of the modern age in design. Con- 
trolled by the machine element to obey the speedy and col- 
lossal demand of the masses. 

I will not stay too long in the greatest subject of decora- 
tion of which everybody is very well acquainted nowadays. 
Nevertheless it is a pleasure to comment on this new art 
called today “CONTINENTAL” which to this date ranks as 
the greatest medium for display and advertising. 


As AN example of “CONTINENTAL” art I would like to 
cite the good judgment of American concerns who have fol- 
lowed abroad, for the benefit of their name and merchandise, 
the new display technique. As you will notice, these illus- 
trations of the famous “INTERNATIONAL COLONIAL 
EXPOSITION” of 1931, carry with them all the splender, 
beauty and power of “CONTINENTAL” art to the highest 
expectation of sales promotion. 


Tur STAND, or to be more exact, the exhibition booth 
possesses all the expectation of supreme merchandising power.. 
It must be: First, concentrated in advertising to the highest 
anticipation of its owner; second, the owner’s product must 
be displayed in the most effective manner possible, in lines,. 
color and architecture. 














You will notice on both of the illustrations featuring 
MAZDA LAMP and TEXACO OIL, the booths emphasize to. 


—On the “Continent their greatest advantage the name of the product which they 
a “Texaco display 


takes on new forms— 


represent. Nevertheless the architecture, the display, and. 
the harmony of colors plays a very important part in the 
general layout. 


In THE two suggestions of booths which I have designed. 
you will find that “CONTINENTAL” art bears a certain 
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—“Mazda Lamps” are —“Siegel” suggests the 
exploited as_ they “way it should be 
should be in “France”’— done” in this display— 
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technique of line decidedly related to the European ways of 
modern architecture. You will note that the name of the 
product stands out very prominently although it could be 
adapted for the name of the concern instead. 

The subject itself could be described somewhere on the 
background, at a very important point where it would be 
more in evidence to the public. You will find also that the 
balance and weight of colors play a very serious part in lay- 
out of these booths, but nevertheless the merchandise in the 
silk booth controls a very important part in the display tech- 
nique which holds the strength of decoration and also the 
display merchandising value. 

The stand should have its merit based: First, on general 
layout and architecture; second, on its color harmony; third, 
on its display percentage. 

All of these points technically weighted together to the 
tremendous value of its products and to the best asset of 
sales promotion. 


Boor designed for perfume could also be used for small 
merchandise, such as shoes, hats, gloves, hosiery, lingerie, etc. 
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It could be built of pressed wood and beaverboard, with the 
usual wood framing, with metal rods and glass shelves or 
wooden rods and wooden shelves. 

The ceiling of each section, top and lower level, as illus- 
trated by sketch, are to be covered in muslin in order to hide 
lighting effect instide. Mirror, in order to increase display 
value, could be suggested for the back of the display. The 
name “PERFUME” on top of booth is made of wood cut- 
out letters. 

The approximate size of stand or booth is twenty feet long 
by six feet wide, and twelve feet high. 

Color scheme to suit environment. 


Booru design for silk and yard goods approximately 
twelve feet high, six feet wide and twenty feet long. Made of 
same material as sketch illustrated above with background 
covered with muslin to shield lights behind; chrome metal 
strips trimming. Also ceiling with lighting effect. The name 
“SILK” made of wood cutout letters. 

The color combination on these two sketches gives the 
right weight of colors. 





f 


—Movement of line serves to con- 
fine and focus attention on the mer- 
chandise featured in “Continental” 
fair displays, with the arrangement 
of effects eliminating the appearance 
of bulking of merchandise. America 
has not produced anything that can 
compare with the simplicity of these 
displays, but we will soon be follow- 
ing the example set by “Continental” 
designers— 













































































—Complete freedom of design is evi- 
dent in “Continental” exhibit dis- 
plays, yet this freedom permits the 
application of materials and effects, 
the use of which has been confined, 
in America, in the past, to modern 
window and interior displays. The 
“Century of Progress Exposition,” 
Chicago, 1933, will certainly witness 
the complete rejuvenation of Amer- 
ican ideas for Fair displays— 
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Crepe Paper In the Small 


Department Store 


Tu E small department and chain stores occupy a position 
of their own with regard to their display merchandising. I 
believe one may say that the most intense merchandising dis- 
play job is promoted by these stores. It is evident that the 
decorators who are responsible for such high power methods 
will employ many different mediums, doubtless more pliable 
than those used by decorators with more “prestige” aims. 
These decorators are continually faced with the usual prob- 
lem of a new arrangement, a new effect, or a new bid for 
attention value. And of necessity they must be working ahead 
of the trend. Their ideas must be of the very latest at the 
time of display and it stands to reason that planning must 
be carried out considerably ahead of the season if a given 
idea is to be shown over a large net-work of stores at a given 
time. 

This problem is radically different from that observed in 
the larger centers. In these, prestige counts for a great deal 
and the very smart window layouts have the advantage of 
being the reflection of some extensive and powerful adver- 
tising Campaigns. 


In the smaller centers the ideas are really no less smart, 
but they are open to a closer scrutiny. The small town public 
has the time and the opportunity to question and become more 
intimately acquainted with a shop, its merchandise, and its 
policies. The windows present a more intimate and sure 


By ALDEN CUMMINGS 
DENNISON MFG. CO., 
FRAMINGHAM, MASS. 


selling service. And as such they cannot afford to play over 
the customers’ heads. If a window in a smaller town func- 
tions as such, it is likely to be a dead expense. As such it 
has no reason to exist. Thus, these windows must reflect the 
smartest of ideas without ever losing sight of their ultimate 
purpose or the public to whom they are directed. 

Thus we reproduce here a number of windows from de- 
signs and layouts by B. A. Wilson of the J. C. Penney Co., 
New York. These windows are especially directed to nation- 
wide display and they are especially effective and uniquely 
designed with due regard to style and fashion for their par- 
ticular uses. Mr. Wilson has seen the unique use to which he 
can put crepe paper. He’ has used the paper to achieve a 
crisp, smart effect that is identified with the modern trends. 
His windows are no less smart than those in the most adver- 
tised modern centers. This is as it should be; for the day has 
passed when the smartest ideas are being confined to any one 
area. The small store is no less smart than the very large 
one and it is through the work of men such as Mr. Wilson 
that this level has been achieved. 


WINDOW No. 1 

The background is of waved Nile green crepe. At 18-inch 
intervals there are bands composed of five narrow black tubes. 
This breaks the background into evenly paneled areas. 

The floor is covered with black velour. Over this there is 
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a panel of the Nile green crepe 20 inches wide, stretched diag- 
onally across the window. 

The decorative center unit is of beaver board, covered 
with black sateen. The floral arrangement is in two colors— 
Nile and grass green. 

A four-inch strip of black cardboard borders the back- 
ground along the floor, while a two-inch strip serves the 
same purpose near the ceiling. The cutouts at the upper 
left and at the lower right are also of black cardboard. 
WINDOW No. 2 

The entire background is of tightly stretched black crepe. 
Single tubes of canary yellow hide the seams where the 
widths of crepe join. 

The floor is of black velour. The border, at the glass, 
is a 24-inch strip of fluted canary yellow crepe. 

Yellow sateen is puffed on the floor around the back- 
ground. 

The screen is made up of nine panels, each 12 inches wide 
and 60 inches high. Canary yellow crepe is puffed on these 
panels which are decorated with 5 and 9-inch black cutout 
stars. 

WINDOW No. 3 


The entire background is covered with waved grey crepe. 
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The overlapping edges are covered with three narrow violet 
tubes. The background is bordered with puffed violet sateen. 

The two background pieces can be simply constructed as 
follows. The tall center section is 6 feet high, 14 inches 
wide at the base, and 2 feet wide at the top. The larger cir- 
cular piece is 30 inches wide at the base and 38 inches high. 
The smaller piece is 18 inches with at the base and 2 feet high. 
These should be cut from wallboard and reinforced with 
34x 2-inch white pine strips. The three sections should be 
fastened together and a small easel should be used to hold 
the piece about 8 inches from the background. 

The front surface of these display pieces is painted—poster 
paint will do very well for this—using an apple green for the 
circular pieces and Nile green for the tall piece. 

A 2-inch strip of silver corrugated display paper borders 
the two outside edges of the tall piece and a %-inch strip of 
the same material borders each of the two circular pieces. 
The corrugated display paper used at the base is grey, and the 
decorative motif at the top of the upright is of dark grey 
cardboard pinned directly onto the panel. 

The lettering may be painted on the pieces. The three 
display blocks, used in the center, are covered with silver 
bronze crepe. 
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Wuen you put your product on display at an exhibit, in 
a show window or in the interior of a store, must it stand 
alone or will it be surrounded with an atmosphere that ex- 
plains its merits, stresses its advantages and actually sells? 
Showmanship has a proven “cash” value. Nowhere is this 
value more direct or pronounced than in the “business show 
business.” Yet all too often, at the convention, the style show, 
the window display and interior, the business man exposes 
his product—and his business—stark and unadorned, to the 
searching gaze of the public or industry. 

The growth of exhibit and display advertising in its 
importance to the advertiser and merchandiser has been sur- 
prisingly swift. Convincing evidence of their importance is 
apparent in the growing number of shows, expositions; the 
rapidly changing technique of the merchandise display, and 
the mounting attendance or customer examination of each 
Interested thousands 
swarm daily into radio shows, aviation shows, food shows, 


form of merchandise exploitation. 


motor boat shows, textile shows, style shows, merchandise 
exhibits and countless other national and local expositions 
or displays the country over. 

Public interest, both lay and technical, has made the ex- 
hibit and display a form of selling so important that it can- 
not be overlooked in any modern advertising plan. While 
display is one of the oldest forms of selling, the problem of 
making displays pay is still sorely neglected. The all-too- 
often attitude, whether in the show window or at the exposi- 
tion, has been to show the product, add some form of decora- 
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By MARTIN JENTER 
PRESIDENT 

JENTER EXHIBITS, INC., 
NEW YORK CITY 


tive display and let it go at that. Magazine and newspaper 
advertising, direct mail, outdoor and radio advertising and 
almost all merchandising methods have been developed to 
a high degree of efficiency—where literally millions of dol- 
lars are spent each year for appropriate display space, with 
almost no attempt to make that space effective. 

When the starry-eyed blond melts into the muscular arms 
of the hero for the talking picture’s “fade-out’—when the 
black-face crooner kneels above the footlights and spreads 
his arms to put over a mammy song—when the slik draped 
chorus flits from the rainbow lighted stage to shadowy wings 
every step and gesture, every light and shadow, every detail 
of color and effect has been studiously planned. So it is with 
“Jenter” displays. They demonstrate and convince. The 
pretty-girl-and-splash-of-color display is a thing apart from 
a display that sells. Those whose attention is attracted to a 
“Jenter” display secure a better knowledge and higher opin- 
ion of you, your product, and your entire business institution. 
“Jenter” service extends far beyond the creation of a special 





display. It begins at the beginning. It harmonizes needs 
and demands, considers the size of space and quality of cir- 
culation, aptness of design, and etfectiveness of value. Then, 
and then only, is a display designed that can be used, in whole 
or in part, in many forms and many places, for many kinds 
of shows. 

The best evidence of the effectiveness of “Jenter” displays 
is given by those who see and use them. Awards for excellence 


(Continued on page 35) 
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—The exhibit for “ginger ale” was 
designed for a triple purpose. It 
put fire and light and sparkle into a 
display of “ginger ale.” It intro- 
duced a new and smaller “Club Size” 
to a public familiar only with the 
large size “Hoffman” bottle. It dem- 
onstrated the purity of the product 
by a cut-away replica of the “Hoff- 
man” plant— 


—In the “Bali” counter display, Jen- 

ter Exhibits suggest a smart “Con- 

tinental” presentation for interior 
use— 


—Surely DISPLAY WORLD read- 
ers recall the General Motors, 
“Work For Many Hands,” exhibit. 
Just another “Jenter” production— 


—Whether it be two hundred feet of 
space at a national exposition or two 
feet of space in a local shop win- 
dow, “Jenter” adds the same skill 
and art which makes that space al- 
luring to the eye. The creation of 
selling value by artistic environment 
is aptly illustrated in this “Van 
Raalte” display for window use— 
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Lighting the Way 


Tue effectiveness of a window display is almost in direct 
proportion to the lighting of it. This has been proved over 
and over again. Light not only attracts attention to an inani- 
mate display but it can give life and highlights if incorporated 
in the display itself. The versatile merchandiser has therefore 
three most useful and vital forces—including the store front 
itself—to use in magnifying the value of the space for which 
he pays by far the most rental. 

“Light Inc.,” selects for its most recent trimming this 
unusual and attractive luminous display. A platform (which 
might have only one luminous longitudinal element rather than 
two) is placed on the floor of the regular show window. A 
few lamps on six-inch centers reflect their light from the 


—A new display window lighting 
effect, unusually forceful in at- 
tracting the attention of the 
passerby, and yet inexpensively 
obtained, was first presented by 
“Light Incorporated,” a model 
store in the General Electric 
Lighting Institute at Nela Park, 
Cleveland. The picture on this 
page shows the original idea; the 
illustration of the store front on 
the opposite page shows the first 
retail installation— 


By FRANCIS M. FALGE 
GENERAL ELECTRIC COMPANY 
NELA PARK ENGINERING DEPT., 
CLEVELAND, OHIO 


slanted background and the window takes on a new life and 
gaiety. Our name is indelibly impressed on your consciousness. 
We'll tell you more about this later. 

In the window itself, designer Lumber of the General 
Lighting Institute, at Nela Park, has effectively wrought into 
the display the high lights that show off to best advantage each 
piece of merchandise. Such a display goes on telling its story 
very economically all through the night. 

As you walk down the street, your attention is called to the 
store itself by the small luminous panels at the sides and top 
of the windows. The name is silhouetted against the panel 
which is of flashed opal glass. 

Bender-Faflik, Inc., Cleveland, retailers of Friendly Five 
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shoes, believe the story that “Light Inc.” has been telling. 
At the instigation of one of Cleveland’s progressive sign manu- 
facturers, Irwin Walker Displays, Inc., they stopped in to 
pay a visit to “Light Inc.” at Nela Park, to hear and see the 


, 


story of light and what it can do. You, too, are invited. 


They engaged architect Rowland Johnson of Cleveland to 
carry their message to the people with light, and the result 
is a most outstanding and unusual store. 

“We received twice as much as we paid for” is the opinion 
expressed by an enthusiastic group of “Friendly Five” repre- 
sentatives who are saying “Business is good.” You can tell 
it is because there are always people at the windows and 
inside of the store, and many more stop here than at neigh- 
boring windows. 

This store impresses one as the brightest spot in the vicinity 
and yet the principal element, the fascia sign, which is 5% 
feet by 21 feet, has only twenty 150-watt lamps, a total of 
three kilowatts! At average lighting rates, this costs only 
about ten cents an hour to operate, and the first cost was 
surprisingly low, as evidenced by the conclusions of the 


—The new luminous advertising. A 
1932 sales approach for 1932 conditions— 


—Shoes are sold here, and what is more 
logical that shoe boxes form an element 
in the interior’s design ?— 


—In the spirit of modern built-in light- 
ing, one long and narrow panel with 
white reflecting surfaces has been built 
in the lower part of the window, the 


DISPLAY 





WORLD 11 


Friendly Five organization. The secret is in the large luminous 
area, which appears brighter than it really is because of its 
large area. 

Friendly Five caught an additional display idea from the 
signs in the windows of Light Inc., and used it. They would 
also call the attention of window shoppers to their own often 
unsightly shoes and bring them into the store. They are doing 
just that. 

The luminous element over the door and the illuminated 
strip along each side focuses the attention on the entrance, 
and one then catches a view of the simple yet attractive interior 
with the delicately tinted luminous tracery in the background. 
The words “Friendly Five” in a grille are silhouetted against 
the illuminated background which is composed of a semi- 
circular fluted recess. People are fascinated by the interesting 
and unusual effect, both day and night. 

The entire display is highly effective; it stops people: it 
focuses attention on the goods to be sold and calls attention 
to the inadequacy of the shoes of the passers-by. It shows the 
way in and invites them to enter. 





panel making a 30-degree angle with the 
window glass.. Concealed by a narrow 
valance, MAZDA lamps six inches apart 
uniformly light the white reflecting sur- 
faces. Cut-out letters behind the glass 
are thus sharply silhouetted on the light 
background. The glareless light directed 
downward onto the sidewalk helps to 
give the store front a bright, pleasing 
appearance— 
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International Cooking 


Show 


Tu E “International Cooking Contest” conducted by the Con- 
solidated Gas Company of New York at the annual Exposition 
of Women’s Arts and Industries, Hotel Astor, New York 
City, attracted city-wide attention. Five daily competitions 
were held to discover the best prepared dishes of five nations, 
and on the last day of the Exposition the first-prize winners 
competed for the best American cake. 

The schedule of the contest was as follows: 

September 30, American Day, Apple Pie. 

October 1, German Day, Kaffeekuchen or Peach Coffee 
Cake. 

October 2, Italian Day, Caponata, or eggplant entree. 

October 3, Scandinavian and Finnish Day, Notkake, or Nut 
Cake. 

October 5, French Day, Poulet Marange, or Casserole. 

October 6, Grand Prize Contest for best American Cake. 

First prize for the daily contests consisted of a bronze 
medal and eligibility to enter the grand contest. The final 
prize was a new “table top” mode] Estate gas range. 

At the final contest, each woman was given the same 
recipe, ingredients and utensils. They mixed their cakes in 
full view of the audience, although screens prevented them 
from seeing what the other contestants were doing. Then all 


FIVE 


: oa a a 
F et 7 
: a aoaal — 














By RAYMOND M. MARTIN 
DIRECTOR OF DISPLAY 
CONSOLIDATED GAS COMPANY 
NEW YORK CITY 


the cakes were placed in the gas oven and baked at the same 
temperature for the same length of time. 

The apple pie contest, which was held on the first day, at- 
tracted a great deal of attention. Only men judges were used, 
including a man drafted from the audience, and a boy who 
happened to be walking by the Hotel Astor at the time. This 
contest settled the problem of who can make the best apple 
pie, in at least one household. Mrs. Strull, winner of first 
prize, had the unique distinction of seeing her pie chosen over 
that of her mother, who was given third prize. 

The judges of this event included the radio stars Eddie and 
Ralph, known as the “Sisters of the Skillet,” and Ray Per- 
kins. The steward of the Astor also served in this capacity. 

The purpose of the “International” cooking contest was to 
bring to the average home maker’s attention the delicious and 
nourishing foods of other countries. 

The exhibit of the Consolidated Gas Company was ar- 
ranged by R. M. Martin, Director of Display. 


—Smart and very modern is the en- 
trance to the “Five Nations” Food 
Contest. Individual booths pre- 
sented scenes from the _ kitchens 
of the five nations represented— 
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Typicai use of colorful Billowpak in Kleenex Window display. Note 


how background treatment directs 


attention to product advertised. 


Striking a new note in 
interior and window displays 


A new note in richness, in simplicity, in 
attention-getting—obtained with Billow- 
pak, a new decorative display material. 


F YOU want to produce outstanding and distinctive 
displays which will attract and sell—try Billowpak, 
the corrugated, colorful display material. It is easy 
to use, inexpensive, long lasting and effective. It 
produces a new note in displays long wanted by mer- 
chandisers. 


With Billowpak you can make easels, panels, ped- 
estals, backgrounds, lamps, translucent screens, floors, 
cut-outs, etc. Practically any desired color harmony 
or contrast may be had. You can produce marvelous 
light and shadow effects easily and at low cost. 


Billowpak must be seen to be appreciated. Mail 
coupon today for color samples, prices, full infor- 
mation. 





B REG. US. PAT. OFF. AND FOREIGN COUNTRIES 





K 





THE NEW COLORED DISPLAY MATERIAL 













Half-size photo of : 

Billowpak. Comes) QQ 
rolls 40 inches wide, 
10 yards long, in many colors, rainbow effects, marble and interesting 


seasonable designs. 


KIMBERLY-CLARK CORPORATION, Mfrs., Neenah, Wis. 
Address nearest sales office at: 

8 So. Michigan Ave., Chicago 122 E. 42nd St., New York City 

Sad nameless Gf Wiemne Ss CONG: 5g 55.555 ck ecns concn eag ei dacaucdens 
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Paper Tubes---Depressions Gift 
To Window Display 





Irs AN ill window that blows nobody good, is a proverb 
of many years standing, and that the early sage who first 
spoke these words of wisdom was right has again been 
proven by the rapidly increasing use of paper tubes for win- 
dow display. There were, of course, isolated instances of 
paper tubes being used for window trim purposes for a 
number of years. But it remained for tightened window dis- 
play budgets to give this new medium its greatest push. 

For example, one of the country’s largest department stores 
used to appropriate up to $100,000 annually for window dis- 
play purposes. Last year the budget shears found their way 
to this department to the extent of $75,000, leaving a balance 
of $25,000 to do the work that had formerly required four 
times that amount. And you may be sure that the display 
manager wasn’t told that owing to the cut he wouldn't be 
expected to produce as effective windows. 

On the contrary. Sales were harder to make. More style, 
more drama, more pull had to be put into the windows for 
one-quarter the cost. Needless to say economies of every 
sort had to be practiced. 

It was here that paper tubes came into their own. The 
tubes were given a thorough trial. And in his experimenting 
this display manager found that an amazing number of com- 
binations and effects could be obtained at a fraction the cost 
of the more permanent type display materials formerly used. 
He found he could make tree trunks, lamp posts, pipe organs, 
trick horses and other animals, loggias, and countless other 
items, by the simple addition of a little wall paper, cloth or 
colored papers—to say nothing of a wide variety of shelf, 
platform, pier-cabinet and other more prosaic arrangements. 

That really started it. We ourselves were a little mysti- 
fied by the rapidity with which. window display managers all 
over the country took to paper tubing. We think that perhaps 
one of the reasons, in addition to the big one of economy, 


By W. F. WALKER 
PRESIDENT 

CLEVELAND CONTAINER CO. 
CLEVELAND, OHIO 


—It isn’t necessary to comment upon 

the effectiveness of “tubes” in this 

bridal display. They have been used 

to form the “organ” effect, while 

groups of three and four “tubes” 

form smart displayers for merchan- 
dise accessories— 


-—Millinery is smartly displayed in 

this window in three units. “Tubes” 

form unitized backgrounds for each 
group of hats— 





is the unending variety of striking displays that can be made 
from a few simple tubes and other accessories. There seems 
to be a gripping fascination about trying out new combina- 
tions of heights and sizes in new combinations of colored 
coverings. And the combinations and effects that can be and 
are being achieved are practically endless. To the artistically- 
minded window display manager it is the same as a jar full 
of variegated colored candies to a child—irresistable. Fingers 
seem to itch to cut, cover and try, then cut, recover and 
try again. 

The result has been tile roofs (2-inch tubes cut in two, 
in 1-foot lengths, and painted red), palm trees (4-inch or 
6-inch tubes covered with burlap or other imitation barks), 
pipe organs(various sizes painted gold or other colors) ; funny 
animals (large size tubes for bodies and other sizes for legs 
(Continued on page 29) 
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For Display Equipment 
and Decorations 


Invites 
Your Patronage 











International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 





Adler-Jones Co. 


649 So. Wells Street 
Window Decorations and 
Fabrics 


The Koester School 
367 West Adams Street 
Correspondence 

Instruction 

Botanical Decorating Co. 

319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 





National Card, Mat & 
Board Co. 
4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


Chicago Cardboard Co. 


666-670 Washington Blvd. 
Art Poster and Mat Board 





Write for Catalogues! 











Retain distributors everywhere could spend a profitable 
hour or two in digesting the findings of the National Drug 
Store Survey Conference. This survey was conducted by 
the United States Department of Commerce and was under the 
direct supervisicn of Dr. Frederick M. Feiker, whose researches 
in economics have made him one of the foremost American 
authorities on that subject. St. Louis was selected for the field 
of the survey because it is typical of the average city, and 
while the investigation was confined to drug stores, many of 
the facts established are applicable to other types of stores 
located in every part of the country. 


WORLD 


Features Profit Producing Items 








By F. W. AINSEY 
ADVERTISING MANAGER 
McCORMICK & CO., INC., 
BALTIMORE, MD. 


We were particularly interested in that portion of the sur- 
vey which had to do with insecticides because we recently 
purchased and are now distributing the display material fea- 
turing Bee Brand, which is shown on this page. This display 
was manufactured by the American Lithographic Company, 
Inc., of New York City. 

Some of the facts brought out by the survey which justify 
our decision to use dealer helps and which indicate that retailers 
will find it to their advantage to display and push insecticides 
are as follows: 

In the retail stores investigated by the Department— 
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1. Six per cent of the total sales volume consisted of 
sale of insecticides—a very high percentage for one 
type of product. 

2. The rate of turnover of insecticides was 3.92 times 
per year as compared with the average rate of turn- 
over for all merchandise of 3.16 times per year. 

. The amount of the average sales where an insecticide 
was purchased was 39 cents as compared with the 
amount of the average sale for all merchandise of 
33%% cents. 

These figures are particularly impressive because insecticides 
are usually included under the heading “Proprietaries,” and 
that group ordinarily shows a larger profit for the dealer than 
any other, with the possible exception of soda fountain and 
prescription business. 

Mr. Nelson A. Miller, business specialist of the Department 


—The “Bee Brand” cards, illustrated on 

the opposite page, must be attached to 

cans of Liquid Spray and Insect Pow- 

der for display on the counters. The 

cards are miniature reproductions of the 

illustrations used on the wings of the 
center piece— 


—Illustrating the “Bee Brand” window 

center piece. Equal amounts of space 

have been provided on the wings of this 

cutout for “Bee Brand” Liquid Spray 

and for “Bee Brand” Insect Powder. 
See text for reason— 


INSECT 


DISPLAY 


WORLD 


of Commerce, during an address before the Conference, said 
that 97 per cent of insecticide sales are about equally divided 
between powder and liquids. In the display which we selected 
we have used a human interest subject for the center panel 
of the window display, but we have provided equal amounts 
cf space on the wings of the center piece for our liquid spray 
and for our insect powder. 

Mr. Miller also stated this self-evident truth which is so 
often overlooked by retail distributors: “If a retailer thinks 
enough of a product to give it window display space, he should 
think enough of it to give it counter display space.” Because 
we agree with that statement, we purchased counter cards 
which you will note are small reproductions of the illustrations 
used for the wings of the window display. These counter 
cards are die-cut in such a way that they may readily be dis- 
played in connection with either of our Bee Brand insecticides. 

In addition to this, we are also supplying folders to be 
distributed to the dealers’ customers which describe in detail 
the various uses of both products. 

All of this display materia] was purposely lithographed 
on one sheet with the use of the same colors throughout in 
order to provide a visual tie-up between the different pieces. 
In addition to the individual pieces, a group photograph of all 
of the material is reproduced on this page. 

The point we want to make is this. It is definitely to the 
advantage of every distributor who stocks insecticides to ac- 
tively push both liquids and powders during the summer 
months. Naturally we want our distributors to concentrate on 
Bee Brand and we believe we have a good reason for making 
that suggestion. It is this—since the sales in the group are 
profitable, they can be made even more so by the featuring of 
3ee Brand Insect Powder, because that brand is the largest 
selling powder insecticide in the world. 
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Welcome! 


Were quite frank in admitting that the “Continental” dis- 
play technique has “got us going.” While space will not 
permit us to reproduce the many splendid examples of this 
type display being created by American displaymen, we hope 
the time will soon arrive when a much more representative 
showing will be possible. To prepare for that time—and it is 
inevitable—we propose to begin with the presentation each 
month of five “Continental” display sketches—DISPLAY 
WORLD’S gallery of “Continental” ideas. We hope to in- 
crease the number of designs as time goes on, and, speaking 
of the future, would the display suggestions prove more prac- 
tical if we were to include fixture set-ups for two or more 
lines of merchandise with each finished setting? For ex- 
ample, we could have included a set-up tour ready-to-wear 
clothing, hats or millinery and fabrics for the decorative 
background design illustrated this month. “Continental” set- 
ups are very different from those in vogue today; in fact 
many American displays patterned after “Continental” lines 
are ruined because old merchandise set-ups are used. Should 
this idea appeal to you, drop us a line and the “Continental” 
background ideas in the September issue of DISPLAY 
WORLD will include set-ups. 


TEMPORARY BACKGROUND 

“Continental” backgrounds run to simplicity of design 
with decorative effects achieved by the clever manipulation 
of geometrical lines. This background suggests the use of 
two column effects produced with metal bands; correspond- 
ing bands forming a cornice or moulding around the top 
of the background. An opening or window effect breaks the 
severe flatness of the background at the right center, with 
decorative bands and circles forming a grill effect. Strong 
contrasts should be effected in the color scheme. Of partic- 
ular interest would be the confining of the entire setting to 
brown and yellow—background walnut; bands of copper; 
window in yellow with decorative grill in orange. 


MERCHANDISE BACKGROUND 

“Continental” in theme, this background dramatizes the 
“back to school” idea. It bulks merchandise on the extreme 
right and left sides and leaves the center open for the flat 
(on the floor) presentation of accessories or ready-made gar- 
ments. A similar background can be effected for all types 
of school wear—children as well as boys or young men. 
Floor and ends of the background should be in brown, with 
the displayers in buff or tan—affording proper contrast to 
dark school merchandise. Background proper will be a light 
color, cream or yellow. Cut-out figures in proper fall school 
costumes; cut-out letters in brown, black or red. 


ENSEMBLE BACKGROUND PANEL 

Interesting, contemporary design for fall displays. Design 
would be constructed in bold relief on a flat panel. Fall 
colors would be employed in design execution. 


RUGS AND DRAPERIES 

Suggesting the development of “Continnental” rug and 
drapery displays. All rugs are displayed in rolls or over 
roll forms or displayers; the rolls and forms making a pleas- 
ing geometrical arrangement. Drapery material is included. 


CLOTHES! 

Here is an interesting ensemble panel for fall clothing 
displays. Figures in silhouette; color, brown. Background 
of yellow or gold. Cut-out letters in brown. Size of panel 
can vary to fit display. It might be four by six feet in size, 
or as large as six by eight feet. 
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For Economical 


SALES BUILDING windows 





Economical—Set No. 1, an assortment of eight tubes (diameters 


—1”, 2”, 4”, 6”, 8”, 10”, 12”, 14”), in six-foot lengths for 
$3.85, f. o. b. Cleveland. 

Set No. 2, an assortment of six tubes (diameters—6”, 8”, 
10”, 12”, 14” and 16%”) in six-foot lengths for $5.85, f. 0. b. 
Cleveland. 


Effective—Painted any color or covered with amy desired mate- 
rial, they produce window displays of striking effectiveness. 


Flexible—Easily and quickly cut to any desired length or shape. 
Order your assortments today. 


(Distributors Wanted) 


The Cleveland Container Company 


10629 Berea Road Cleveland, Ohio 














What the Display World Needs— 


“ADVERTISING IN 
MOTION” 


The sensational ‘‘Polyrota”’ sign, 
described in this issue, is now 
available for exclusive distribu- 
tion in unrepresented territories. 


Advertisers in England, France 
and Germany have found ‘‘Poly- 
rota’ signs pay. American ad- 
vertisers need ‘‘Polyrota”’ signs. 
You can sell ‘em. 


Write immediately for details 


H. L. KRAUS, Inc. 
130 West 42nd Street, New York City 
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—What does this display 
mean? It seems but a 
jumbled mass of revolv- 
ing discs. Let’s watch— 


Advertising Signs 
In Motion 


Oxer of America’s largest industrial companies, the U. S. 
Industrial Alcohol Co., decided recently to test for themselves 
a display window in “motion,” and the same display in “still 
life.” A window at one of the busiest corners of New York, 
42nd Street opposite the Grand Central Terminal, was 
selected. One day the exhibit without motion was installed 
and an accurage check was kept of onlookers. One hundred 
and five people stopped in one hour to watch this display. The 
next day the sign became “alive.” Nine hundred and fifty peo- 
ple stopped to look at it. The tremendous crowds which have 
accompanied Tony Sarg’s Marionette Displays in a New 
York department store, illustrates the same point. 


On the Continent, unusual attention-compelling displays 
have been the rule, rather than the exception. European 
merchants have never found selling particularly easy. They 
have had to scratch deeper than their American competitor. 
Money is not as plentiful; margins of profits are not as great. 
Each individual display must produce the utmost in results. 


A radical difference between American and European dis- 
plays is lack of extravagance. A recent American manufac- 
turer spent hundreds of thousands of dollars preparing ex- 
hibits for a special promotion throughout the country lasting 
a week to ten days. At the end of this time all of the expen- 
sive exhibit material was destroyed, the advertiser did not 
want to be bothered attempting to find other uses for it. This 
incident told to the average European advertiser would cause 
him to immediately wonder how Americans kept out of the 
asylum. 

A splendid example of European thought is found in the 
new, moving, rotary disc sign, which has just been introduced 


—We stand in front of 
the display and watch the 
discs revolve. Eleven 
seconds, and then this— 





By H. L. KRAUS 
PRESIDENT 

H. L. KRAUS, INC. 
NEW YORK CITY 


into this country. A photograph of its first American instal- 
lation, made by Jenter Exhibits for “Maxwell House” Coffee 
is shown. This particular sign, patented in the United States 
and Canada, consists of forty-eight revolving discs. The 
discs revolve for eleven seconds, describing a complete revo- 
lution. During this period there is no indication of what the 
message is going to be, the onlooker sees a rapidly moving 
jumble of colors and shapes, gradually revolving itself into 
the message. The message is completely displayed for five 
seconds, then the whole sign starts breaking up again. In 
front of the “Maxwell House” window, onlookers watched 
several revolutions of the sign. A constant crowd was in 
front of the window day and night. The sign is easily illu- 
minated by the light of the window itself, or by flood lights, 
spotlights, shadowbox lights, etc. 

The attention-compelling advantages of this particular 
sign in “constant motion” is only part of the picture. Its 
flexibility of use, is its greatest feature. Copy on the sign 
can be quickly changed by any sign writer to fit any par- 
ticular national advertising program perfectly. It can be 
“tied-up” with an outdoor advertising campaign. It can 
feature any particular promotion or special feature desired. 
Aside from the cost of painting the new sign there is no other 
expense involved. It is unnecessary to attempt to salvage 
individual pieces; there is no loss because of obsolete mate- 
rial which must be thrown away before a new sign can be 
installed. It is a splendid example of European thrift in 
making the advertising appropriation stretch to the limit. 

With conditions as they are, we, in American, will have 
to pattern ourselves after European business men in this par- 
ticular—getting the most we can out of the advertising dollar. 
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MECCA 


OF THE 


THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 


TRADITIONAL LEADERSHIP IN SUPPLY- 
ING THE COUNTRY’S DISPLAY NEEDS: 








MILEO’S MANNEQUINS | MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios Purposes 


MILEO—44 East 8th Street 404-408 W. 27TH STREET 








J. R. Palmenberg’s Sons, Inc. THE FRINK CORP. 


Display Fixtures and Mannequins Show Window Lighting Equipment 
Complete Display Equipment Lighting Engineers for Over 70 Years 


1412 BROADWAY (39th St.) Bridge Plaza, Long Island City 











Beyer Display Service, Inc. Einson-Freeman Co., Inc. 


Creators of Show Window Backgrounds Lithographed Window and Counter 
and Special Settings, etc. Also Displays for National Advertisers 


103 Lexington Ave. (27th St.) Long Island City, N. Y. 
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Title Registered U. S. Patent Office 


Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 





OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 


The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
$1.00 Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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THE DISPLAY 
JOB 

The display job for the small store, the display job for 
the large store, the display job for the independent, the dis- 
play job for the chain; all four jobs have evolved from the 
necessity of presentation of merchandise at the point-of-sale, 
but what a vast difference between the methods employed in 
producing displays for the four types of stores. 

Each group of stores occupies a position of its own with 
regard to display problems. One may well say that the most 
intense display merchandising job is promoted by the chain. 
It is evident that the decorators who are responsible for such 
high power methods employ many different mediums, doubt- 
less more pliable than those used by decorators with more 
prestige aims. 


OFEN TO A CLOSER 
SCRUTINY 

This problem is radically different from that observed in 
the large store—though many independents, both large and 
small, would do well to study the progressiveness of certain 
chain organizations with regard to their display merchandis- 
ing leadership. The large store says, “Prestige counts for 
a great deal, and smart window layouts often have the ad- 
vantage of being the reflection of some extensive and power- 
ful advertising campaign.” The smaller store insists that 
their window ideas are really no less smart but are just open 
to closer scrutiny. The small town public has the time and 
the opportunity to question and become more intimately ac- 
quainted with a shop, its merchandise and its policies. The 
windows present a more intimate and sure selling service, 
and as such they say they cannot afford to play over the heads 
of their customers. 
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We often think all groups of stores are working under 
a perpetual mantle of excuses for their display laxness. 
Smartness in display presentations is largely a matter of 
education. The reason so many displaymen fail to “put over” 
smart displays lies in their misinterpretation of display and 
its functions. They so often attempt to copy without under- 
standing what they are trying to do. 


“CONTINENTAL” 
DISPLAYS 

Why are “Continental” displays ‘over the heads” of so 
many displaymen and customers? In the first place, the 
effectiveness of “Continental” art lies in its simplicity; in 
its power to “put over” a merchandise thought in a very 
simple manner. When most displaymen attempt to present a 
“Continental” display, their first thought is “background.” 
Then, if a satisfactory background results, the form the mer- 
chandise presentation takes has nothing in common with the 
style developed by the background. So very many smart 
effects have been ruined by the presentation of the merchan- 
dise in an “old fashioned” manner; in a manner having noth- 
ing in common with the geometrical integrity of “Continen- 
tal” window merchandising. 


SUCCESSFUL “CONTINENTAL” 
MERCHANDISING 

If you hope to produce successful “Continental” displays 
you must: 

First, forget all you know about display work. 

Second, develop a new set of display principles; principles 
built upon sound methods of display presentations; principles 
introducing the geometry of display not only in presentation 
of background effects but in the arrangement of merchandise 
and the placement of fixtures. 

Third, you must develop a new appreciation of fixtures 
and their application to the goods to be shown—present-day 
fixtures will solve “Continental” display presentations just 
about as quickly as stalled cars will eliminate traffic jams. 
“Continental” displays must have “Continental” fixtures. 

Fourth, you must be a keen student of merchandise. You 
must be able to “pick” the “points” to be featured. If the 
display is to feature hats, let you public know “hats” are 
being shown. Tell it across the background in bold cut-out 
letters; present hats in a strikingly different manner, in a 
manner so simple that immediate customer attention will be 
secured. 


IT’S A CURIOUS 
WORLD 

We live in a very curious would. Mrs. Brown, sees an 
illustration of an extremely modern lamp shade in one of her 
fashion magazines. Being a very clever copyist she repro- 
duces it—but how strange and unappropriate it becomes in 
Mrs. Brown’s “early American” living room. Mrs. Smith, 
on the other hand, remodels her house, imports her furnish- 
ings, and the same lamp shade in a modern room becomes 
a perfect accessory. 

So it is in display. We reproduce something, the correct 
use of which we do not understand, and wonder why every- 
one censors us, when right next door the same display is 
amazingly appropriate. 

We can adapt and introduce “Continental” displays suc- 
cessfully only when we understand the new _ technique. 
Whether the store is large or small, independent or chain, big 
city or village, customer acceptance of “Continental” and 
smart displays will be governed by the simplicity of the 
presentation and the ease of comprehension. : 
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Virgo Ventures 
Variety 


By ANITA ARMSTRONG 
ASTROLOGER 


VIRGO—AUGUST 23 TO SEPTEMBER 23 
THE VIRGIN 


Turse people are methodical, practical and very critical. 
Seldom regard anyone as superior to themselves, and do not 
like to feel outdistanced by anyone. Those with the Sun in 
Virgo are headed for better planetary vibrations than in some 
time, and they should make the most of it. 


NEW MOON—AUGUST 31, 2:46 P. M. 
WASHINGTON, D. C. 

Capricorn rising with Saturn in the first house opposed 
to Venus and Mars and square Uranus makes a bad outlook 
for any new business; stick to regular lines if possible and 
do not invest a cent in any new scheme, no matter how good 
it may look during the September Moon; conditions improve a 
little after the 17th. 

There are several unusual aspects in this chart. First, it is 
an eclipse, total in some of the New England States and 
partially in Washington. Second, it is also the first time 
since I have been writing for the DISPLAY WORLD that 
there has been two New Moon charts in one calendar month. 
Third, last but not least, there are four planets in one sign 
and five in one house. Any student of Astrology will tell you 
this is a very difficult chart to read; it gives so little en- 
couragement to the world in general. I feel like Elijah cry- 
ing in the winderness, for who will pay any attention to a 
mere writer of star lore?—but, hear ye!—and do as you 
please. 

Look to food conditions; they are likely to be bad. Crops 
are in danger from tornadoes, earthquakes, drought and bugs. 
The health of the nation is sure to suffer from improper feed- 
ing. With Taurus ruling the cusp of the fifth house there 
will be a tendency to speculate in necessities which is likely 
to cause trouble. Propaganda is paramount and one must be 
careful not to pay attention to any rumors that are not backed 
by proof. All those in authority are in a bad astrological 
position, and law and order are coming under disrepute. The 
political leaders are in great danger, for destruction is on its 
way. Death stands in wait for those in the public eye. This 
is a good time to hide your light under the proverbial bushel. 


STAR LIGHT SAYS BROWN 

Brown is sure to be popular as most of the planets are in 
earth signs. It will be of all shades, from a very dark brown 
to a light tan. These will be shot with colors, stripes, dots 
and small patterns in red, blue, yellow, white and green. 
Blue, as usual, is important, as Libra is in midheaven; white 
is the choice for the evening. 


WATCH THE STYLES 

Styles are sure to present radical changes. 

The waist line will drop rapidly but will not hold any 
definite position, as variety is the mode. Sleeves are to be 
slashed and should be trimmed with contrasting colors. The 
neck line will be artistic, as will the length of gowns; they 
will be cut to suit the model. There will be trouble in the 
dress market over prices, and some sort of adjustment must 
be made or it will result in a serious loss of money. 
(Continued on page 40) 
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an invaluable aid 
says this displayman 


The practical advantages of Celotex in window and interior 
display, the beauty and pulling power of the effects so easily 
built, make this material of exceptional value to displaymen. 


G. H. Linstromberg, Display Director, The Emporium, 212 E. 
State St., Jacksonville, Ill., states the case for Celotex thus: 





Some striking and beautiful effects obtained by the use of Celotex for painted 
poster backgrounds in The Emporium, Jacksonville, Ill. 


CELOTEX 


BRAND 
INSULATING CANE BOARD 
Registered United States Patent Office 


: CELOTEX SERVICE BUREAU 
- 919 N. Michigan Ave., Chicago, Ill. 
Please send me literature on 


: Celotex and the C-X Wallboards. 
* Add my name to your monthly list. 


: Name 
ee ee ee 
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Exhibition Presentation 


of Merchandise 


Wuen your contract for space at the next exposition or 
show receives your final signature, you have completed the 
first important step to insure representation of your product 
during the event. The extent to which you can proceed in 
this medium of advertising will depend upon the location of 
your booth and the size of the space. All exhibitors cannot 
have choice locations. It is always a case of first come, first 
served. Therefore, if you intend entering the show, it is ad- 
visable to decide’ several months in advance. By doing this 
you will not only have ample time to select a choice location, 
but sufficient time to make the necessary plans for the cre- 
ating, designing and construction of your booth. 

With the modern and “Continental” influence so domi- 
nating in all forms of display work, it will be quite essential 
that this phase not be overlooked when making the necessary 
plans. The background of a window bears the same relation 
to the display as the scenery on a stage bears to a theatrical 
production—it is the setting for the presentation. The gen- 
eral atmosphere and the choice of a background frequently 
stamps a particular display as poor, commonplace or excep- 
tional in its attention attracting powers, regardless of what 
merchandise may be exhibited. 

When you exhibit your product at a show, will it have 
the right sort of presentation in the way of a setting? Will 
it produce an atmosphere that will bring out all its good 














By GEO. A. SMITH 

SALES MANAGER 

DISPLAY BUILDERS OF AMERICA, INC. 
NEW YORK CITY 


qualities? Will it stress the advantages of your goods and 
create sales and publicity? Or will your product be pre- 
sented like a great number of others—just commonplace in 
its surroundings ¢ 

To provide a desirable exhibit setting will not call for any 
great amount of expenditure today, where the “Continental” 
design is utilized. Design and color are the all-important 
factors in this type of setting; and the extent to which you 
carry out these principles will count immensely in the entire 
composition and influence of your exhibit on the observer. 

The advancement of presentation of products at exposi- 
tions has progressed very rapidly during the past four years. 
Convincing evidence is visible in the increasing number of 
expositions and shows, with their growing attendances and 
great number of exhibitors. With public interest so keen, this 
sort of advertising should not be overlooked in any advertising 
campaign. While this medium of advertising is one of the oldest 
forms for sales production, it has and is being sadly neg- 
lected by a great number of exhibitors who usually, through 
the high rental for booth space, are tempted to cut the over- 
head by simplifying the booth through cheap rented furni- 
ture, rugs, crepe paper, materials poorly draped, and products 
improperly displayed. Insufficient lighting is also another 
matter to give serious consideration. Many good exhibits 
have been spoiled through just such neglect or oversight. 
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—The sketch above suggests a striking 
treatment wherein products such as fab- 
rics, linoleum, carpets and the like are 
being featured. Such a design would 
also serve very effectively for a paint 
exhibit—the products to be featured 
over the discs on the background and 
on the counters in front and at the 
sides— 


—Generous space for exhibition of mer- 
chandise is provided in the design of 
the exhibit booth sketch illustrated on 
the opposite page. The firm’s name and 
any other descriptive matter can be 
placed on the background circle as well 
as on the side panels. Most any type 
merchandise can be exhibited; cost of 
construction would prove very naminal— 


—The cover of this issue of DISPLAY 
WORLD illustrates an unusual idea for 
an exhibit booth.. It is especially adapt- 
able for small size products such as 
cosmetics, chemicals, etc. The display 
in such a booth must be very dignified, 
as well as delicate. The display must 
not be overcrowded; nor should the 
booth itself be overdone in decorating— 
two or three colors should prove suffi- 
cient. The design should be treated in 
an elegant manner— 


Millions of dollars are spent each year by exhibitors for 
space and booths, with very little effort to surround the 
product with the proper amount of atmosphere. With the 





























forthcoming Century of Progress Exposition, Chicago, 1933, 
every manufacturer of any importance will have one of the 
greatest opportunities ever offered to exhibit their products. 

The exposition offers the various industries exhibiting an 
opportunity to reach prospective customers; and consumers 
a chance to expand markets, build greater goodwill for spe- 
cific commodities and increase sales volume. 

The value of the Century of Progress as a means of reach- 
ing millions of interested people with a message has already 
been recognized in a practical way by some of the most im- 
portant industries serving the American public. Such lead- 
ing industrial units as wire communication industries, the 
radio industry, railroads, the automobile industry, the oil 
industry, office appliances and business machinery and other 
groups have definitely committed themselves to participa- 
tion in the 1933 Worlds Fair. Millions of dollars will be 
spent by these concerns. 

The Century of Progress Exposition is the first studied 
effort to present the story of civilization’s advance in a man- 
ner intelligible to the average citizen. In the exploiting of 
this vivid story of human progress, each industry will have 
an opportunity, through moving dynamic exhibits, to por- 
tray its contribution to mankind’s advancement. Having had 
considerable experience with the designing constructing and 
installing of exhibits at various expositions, shows and fairs 
during the past thirty years, I feel that I am in a position 
to say that well-planned, well-executed and well-supervised 
exhibits will produce favorable results. 

There is, however, a certain amount of grief to contend 
with when exhibiting, which may be avoided if careful con- 
sideration is given to the problem in advance. These are 
proper packing, crating and carting; installation of exhibit. 
Labor, in many places, is confined to union help. It is, there- 
fore, advisable to make provisions for this emergency. Pro- 
vision should also be made in advance for.électrical con- 
nections, outlets, currents, etc., so that there will be no delay 
in the installation. Last, but not least, familarize yourself 
with the rules and regulations governing the exhibit space. 
Many a good exhibit has been ruined by this negligence. 








August, 1932 


26 DISPLAY WORLD 


Hosiery For 
Sale 


By CARL H. SHANK 
STIX, BAER AND FULLER COMPANY 
ST. LOUIS, MO. 


I DIDN’T know when the display pictured on this page ap- 
peared in our front and the accompanying newspaper advertise- 
ment appeared in the newspaper that they would be responsible 
for the breaking of all Stix, Baer and Fuller hosiery sale rec- 
ords, but they were. Our hosiery buyer had assembled 25,000 
pairs of “nearly perfects” pure thread silk hosiery to sell at 
55 cents a pair or two pairs for $1. The offering included 4,800 
pairs made to sell for $1; 10,000 pairs made to sell for $1.35; 
5,200 pairs made to sell for $1.65, and 5,000 pairs made to sell 
for $1.95, and the numbers of pairs left at the end of the 
“cne-day sale” were too few to even bother mentioning. 

The remarkable consideration, and I have given this explan- 
ation to quite a number of interested people, was the ease 
whereby the entire event was planned, advertised and dis- 
played. The advertisement stated the simple facts of the pre- 
sentation, which I will quote here in case the reproduction is so 
small that they cannot be read: “We Bought 25,000 Pairs 
... A Dozen Is None Too Many for You ...In This Sale 
of Pure Thread Silk Hosiery—Nearly Perfects are what the 
Not to be con- 
fused with what are commonly known as seconds, irregulars 





name implies—Merchandise of Real Value 


or substandards—This hosiery is made by one of the foremost 
manufacturers of hosiery in the country ... and so jealously 
does he guard the quality of hose produced by his factory, that 
he sells nothing but the most perfect hose as ‘perfect.’ These 
‘nearly perfects’ are the kind that pass unquestioned in the 
majority of hosiery mills—chiffon, light service and service 
weights ; picot tops, full fashioned; French heels.” 


As for the window, it is a very simple arrangement of black 
poster panels on which white cut-out letters present the event. 
An entire corner window was devoted to the presentation. Less 
than seven dozen pairs of hosiery were displayed in the win- 
dow, bulk effects being obtained by clever and simple arrange- 
ments of stacks of empty “nearly perfects” boxes. The only 
dificult arrangement appears at each corner of the window 
where, on three various size circles, hosiery has been opened 
and “fanned” out over the edge of the circles. A circle of 
the 





boxes appear on the window floor under the lowest circle 
boxes give the effect of four circles. 

Old methods of hosiery presentation are entirely lacking. 
Simple, modern hosiery stands show three pairs of hosiery 
where hosiery is shown. A long, felt-covered “counter effect” 
displays four pairs of hosiery on forms; the figures, of course, 


wear hosiery. 


—The “Hosiery” advertisement on the op- 

posite page is a reproduction of the ad that 

appeared in St. Louis papers to promote 
this hosiery event— 


—The customer couldn’t get by this win- 

dow display without knowing that “Hos- 

iery”’ was being featured; and that the 
price was “2 pairs for $1.00”— 
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See Our Other Announcement on Page 10 This Section 


We Bought 25,000 Pairs 
... A Dozen Is None Too 
Many for You... In This 


Hoste ty 


4,800 Prs. Made to Sell for $1.00° 
10,000 Prs. Made to Sell for $1.35° 
5,200 Prs. Made to Sell for $1.65" 
5,000 Prs. Made to Sell for $1.95" 


“Comparative Prices Based on Perfect Grades. 













Chiffon— 


eon 


Light 
[PERFECTS] — 





Are What the Name Implies © Weights— 
—MERCHANDISE OF REAL VALUE— 
NOT TO BE CONFUSED WITH WHAT 

ARE COMMONLY KNOWN AS SECONDS, 

IRREGULARS OR SUBSTANDARDS 

This Hosiery is made by one of the foremost . 
manufacturers of hoo in the country...and Picot Tops— 
so jealously does he guard the quality of Hose al 
produced by his factory, that he sells nothing bur Full Fashioned — 
the most perfect of perfect Hose as “perfect.” 

These “nearly perfects” are the kind that pass French Heels— 

aaa in the majority of eee: mills. 


(Hontery ana TI 
For Telephone Shopping Serviceneail CEntrat 










































It is interesting to note the use of price tickets. Where 
individual groups of hosiery appear, small tickets convey the 
price: “2 pr. 1.00—55c ea.” The use of individual tickets on 
each pair of hosiery is indeed antiquated. Whom, may I ask, 
could “get by” the window without knowing it was a “Full 
Fashioned Silk Hosiery, 2 pr. $1” event? The response pro- 
duced proved that “they got by the window only to enter the 
store where hosiery was purchased.” 





McARDLE DISPLAY MANAGER 
OF BARCLAY’S 

Lawrence McArdle, formerly display manager of Orkin’s, 
Thirty-fourth Street, New York City, and before that with the 
Ames Co., Cleveland, has joined Barclay’s, Thirty-fourth 
Street store, as display manager. 





THIRD ANNUAL PACKAGING 
EXPOSITION MARCH 7-10 

The American Management Association will stage its third 
annual packaging exposition in the Hotel Pennsylvania, 
March 7-10, 1933, it was announced by Irwin D. Wolf, chair- 
man of the packaging exposition council of the association. 





Make Your Hosiery Say, 
“Come in and Buy Me” 





Mesh and lace hosiery can be strikingly dis- 
played on Fairy Forms. The Fairy Forms 
used above are the ThiHi. Height, 23”. 


Here is the truly, modern way to display mesh 
and lace hosiery.: To make the stockings say to 
customers, “Come in. and buy me,” use Fairy 
Forms. 


Fairy Forms breathe the breath of life into dead 
displays. They add pep, vigor, eye-attraction. 
They make customers want the merchandise. 
Here’s why: 


Fairy Forms stay poised in action wherever you 
put them, held by weighted toes. They are light 
and easy to handle, so smooth that danger of 
rips, tears, or fuzzing are banished. And they 
are cleaned simply by wiping them with a 
damp cloth. 


Your jobber has 10 models—women’s, men’s, and 
children’s. Order from him and write today for 
our book telling all about these aids to selling 
hosiery. Just mail the coupon—Now. 





ALY 


PROTECTED BY AMERICAN 







Sell O erty 


Hosiery ‘AND FOREIGN PATENTS 


SHOE FORM CO., Inc., Auburn, N. Y. 
Licensed Manufacturing Branches 
Unitep Last Co., Ltp., MonTREAL, QUE. 
Northampton Paris Frankfort Melbourne 
England France Germany Australia 
Looe 8 8 8 GG GU GG GG GG GG GG GG GGG 
Please send me your free book, “The Fairy Form 


Family.” 

















Clear the 
Decks! 





—Produced by W. P. York, Inc., Aurora, II1., 
for Sears, Roebuck & Company, this smart 
“paint merchandiser” is now in use in all 
“Sears’” stores. The display has eight leaves, 
all of which are printed on both sides. From 
ten to twelve colors have been used for each 
reproduction. The leaves are brass bound and 
swing on a metal fixture which has a rich 
crackle finish. The merchandiser has tremen- 
dous “selling appeal” since it enables the cus- 
tomer to visualize color harmony not only for 
the “paint job” on the exterior of the home 
but the interior as well— 


The New Jersey Zinc Company 


160 Front St. New York City 
ORES 
> 4 


WILLEMITE ZINC ORE BARYTES ORE 
FRANKLINITE. ZINC ORE 


| ot 02 91 Of On 
; vale 


ZINC PIGMENTS 
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Chaine dOr 













tHe NEWEST saprim enn Paris 


—A perfect example of the power of the 
picture without words in putting over 
a selling message is provided by the 
recent “Chaine d’Or”’ counter stand. 
The sales message is achieved at a 
glance through an interesting adapta- 
tion of modern French art, featuring a 
close-up head and shoulders in soft 
pastel tints, against a cubistic back- 
ground of criss-crossing bars, over- 
lapping triangles and concentric circles, 
in striking patches of vivid coloring. 
Produced by the Einson-Freeman Com- 
pany, Long Island City, New York— 





—Schneider Brothers, Chicago, Ill., have developed 
four new types of merchandise displayers designed to 
simplify the art of window and counter display. 
Moulded in lustrous black, and walnut-mottle Bakelite 
materials, these displayers guarantee permanent utility— 














—Technically correct, graphically portrayed, this dis- 
play for the New Jersey Zinc Co., was distributed to 
colleges and universities throughout the country to 
educate the future generation of purchasing agents, 
or engineers who would have occasion to buy such 
products. The display measured 30 inches long and 26 
inches high. It was made of wood, very rigid and sub- 
stantial; the field of imitation blue velvet; reading 
matter stamped in silver. Produced by the General 
Display Case Company, Inc., New York City— 
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23-10 Bridge Plaza, South 


FRINK 





Infinite display treatments are possible. 


‘One 


Long Island City, N. Y. 





Frink Illuminated Signs have become recognized 
as standard for visibility and beauty. Each is 
designed specially for an intended purpose. 


FRINK CORPORATION 











ANNOUNCING ... a new course in 
Window Display and Cardwriting 
WILL H. BATES 


(Formerly with The Koester School) 


Will personally direct all 
WINDOW DISPLAY CLASSES 


New Merchandise—New Fixtures—A modern 
course to meet present conditions 


Write for Information 


CHICAGO DISPLAY SYSTEM 


39 WEST ADAMS CHICAGO, ILL. 

















The F'ountain Air Brush 


THE AIR BRUSH OF THE PARTICULAR ARTIST 





The World’s Standard Air Brush for 

Over 40 Years 

Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 West Van Buren St. Chicago, Illinois 











that sell merchandise 


DISPLAYS and EXHIBITS 
EXCEPTIONAL DISTINCTION 




















Our spacious quarters plus a thor- 


oughly trained organization has 
placed us in a position to.provide a 
DISPLAY SERVICE definitely in 


line with 1932 requirements. 


DISPLAYS and EXHIBITS that 
are modern, attractive, practical and 


reasonable in price. 


May we have the opportunity to ad- 
vise and serve you on-your DISPLAY 
PROBLEMS without obligation. 
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PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS 


Telephone Walker 5-0357. 


Display Builders of America, Inc. 


309 Spring Street New York City 
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Making the Exhibit 


“Pay” 


T HE display of merchandise at fairs and expositions is one 
of the oldest forms of selling, and is still sure-fire. These 
modern days have brought countless variations of the busi- 
ness of selling; new advertising media, new publications of 
many Classes, posters, billboards, electrical display and radio 
—but nothing can ever completely take the place of “show- 
ing the goods” and personally contacting the prospect. As 
long as there is merchandise to be sold it will be profitable 
to exhibit it where people are gathered together to inspect it. 

As all the world knows, there is now in preparation in 
Chicago one of the greatest aggregations of merchandise ex- 
hibits the world has ever seen. While the 1933 World’s Fair, 
which has been designated “A Century of Progress,” is based 
upon the development of world civilization on the foundation 
of scientific investigation and discovery during the past hun- 
dred years, its chief appeal to industry lies in the oppor- 
tunity it affords of showing to millions of potential buyers 
the last word in agricultural and manufactured products. 
The nation’s business leaders will eagerly spend many thous- 
ands of dollars to show to consumers in the most persuasive 
manner they can conceive whatever they have for sale. 

They will follow the same rules that govern the proper 
handling of any exhibit—whether it be a periodical trade 
show such as is usually held in conjunction with an industry 
convention, or a public exposition to which the lay consumer 
is invited. Simple as these rules are, it is a fact that many 
companies have failed to make the most of their expenditures 
for exhibits by overlooking these self-evident facts. 

The admonitions which follow have been taken from a 
book published by the writer, copies of which are available 
on request, through the editor of DISPLAY WORLD. 


By LESLIE E. LEVI 
PRESIDENT 

IVEL DISPLAYS, INC., 
NEW YORK CITY 


Rule 1. DON’T wait until the last minute before plan- 
ning your exhibit. The day you sign up for your space, 
begin to determine how you're going to get the most out of it. 
This rule seems obvious, but you'd be surprised how humanly 
prone most of us are to put things off. 

Rule 2. DON’T regard the show as a “necessary evil,” 
an annoyance that breaks into the regular routine of your 
business. Consider carefully its cost against its circulation- 
value and the fact that it brings buyers together where they 
have plenty of time to inspect and to listen. Remember, 
they've all taken the trouble to come to see your goods (some- 
times even paid admission). Could you ask for a more “live” 
prospect list? Such a show is often the greatest possible 
periodic concentration of your market. 


—The revolving motion of a “life-size” 
mannequin on a turntable makes the dis- 
play of artificial silks an eye-catcher— 


—A “live” demonstration of electric per- 

colators and toasters, as well as the mod- 

ern design and colorful background, makes 

it impossible for any visitor to “miss” this 
exhibit— 


—Both the “Edicraft Products” and the 
“Bemberg” exhibits were designed and 
produced by “Ivel Displays, Inc.”— 
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Rule 3. DON’T just throw together a few pieces of tinsel 
and draperies and call it an exhibit. Better stay out of the 
show altogether, for YOUR COMPETITOR WILL BE 
THERE and your presentation must not be less compelling 
than his, or your product will seem less desirable. If you’ve 
paid good money for your space follow the same principles 
of good advertising as would govern your preparation for 
the page layout of expensive magazine or newspaper space. 
The advice of an exhibit specialist is always worth its cost. 

Rule 4. DON’T send the office boy and tke porter to the 
show to warm the chairs in your booth. Let your best sales- 
men meet their customers there and gather new leads for 
later follow-ups. Let the sales-manager and your key exe- 
cutives spend some time listening to the consumer’s objec- 
tions and comparisons, noting his reactions to your standard 
presentation. What an opportunity to correct mistakes, and 
to feel the actual pulse of your market! 

Rule 5. DON’T forget that your booth display is “three 
dimensional advertising” and should be based on a certain 
well-defined exposition psychology. Like all other adver- 
tising, it should arrest attention by its color, its form, or by 
light or motion. it should STOP the prospect wandering 
down the aisle, and cause him to turn for a second look. 
But to be 100 per cent efficient, it must do more. By its 
very nature and appearance it must deliver a definite sales 
message—your merchandising story. 

An exposition exhibit is above all an opportunity to get 
face to face with your potential customer, to show him your 
products, to explain your service, to let him see and feel and 
handle—a personal demonstration which is worth more in a 
minute than a year of advertising effort. If enough people 
can be persuaded to visit your exhibit and actually see a 
demonstration of your products, and if you'll only put the 
same amount of careful thought and intelligent planning into 
that exhibit that you do in your regular advertising program, 
youll find your exhibit dollar well spent indeed. 








EINSON APPOINTED CHAIRMAN 
OF PUBLICITY COMMITTEE 

At the last monthly meeting of the Eastern Lithographers 
Association, a resolution was passed requesting Mr. Charles 
W. Frazier, as president, to appoint a committee of three 
to investigate on behalf of their Association the matter of 
giving publicity to lithography as a medium of advertising 
and sales promotion. Mr. M. M. Einson was appointed chair- 
man. The other members are Mr. Stuart Powers of the 
U. S. Lithograph & Printing Company and Mr. Trowbridge 
Marston of the Kaumegraph Company. 

The general purpose of the committee will be to investi- 
gate this general subject matter and report back to the Asso- 
ciation at the September meeting and in the meantime avail 
themselves of such publicity as may be had through the co- 
operation of trade pournals or association bulletins or other 
means that may suggest themselves to the committe and to 
furthermore cooperate with a committee from the lithog- 
raphers national association which has been appointed for 
generally the same purposes. 





JOHN L. KETTERLINUS 
DIES IN FLORIDA 

John Louis Ketterlinus, chairman of the board of the Ket- 
terlinus Lithographic Manufacturing Company, of Philadel- 
phia, died July 22, at Jacksonville, Fla., at the age of 80. 
He had been ill since January. Mr. Ketterlinus joined the 
lithographic business established by his father at the age of 
15. In 1895 he became president of the company resigning 
in 1922 to become chairman of the board. Walter Clothier 
succeeded him as president. 
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ASK A LUMBERJACK 


... if it’s possible to obtain perfect grained wood 
veneers without paying a premium, and the answer 
will be obvious. 


... Yet backgrounds and displays, as vogue indicates, 
require the best. 


... Effect your Fall savings by demanding one of the 
SIX “Nat-Mat” perfect imitation Wood Design Card- 
boards. 


Samples are free. 


National Card, Mat & Board Co. 


4318-36 CARROLL AVE. CHICAGO, ILL. 














Re ccobdcch eS BE apa eo nite. Ser 
The Adjustable Shoulder Form 


For Draping Coats On Stands 


Does away with tissue paper and 
wadding and drapes a coat per- 
fectly without wrinkles. 

Is adjustable so you can show a 
back or side equally effective. 
Prove its definite value to you by 
using the Adjustable Shoulder 
Forms ten days—give them a hard 
practical test. If it does not gain 
your complete acclaim and approval 
send them back at our expense. 
When ordering, be sure to advise 
diameter of metal upright so we 
can furnish correct size open mouth 
fitting. 


The LANHAM CO., Kansas City, Mo. 


OR ORDER DIRECT FROM 


Adjustable Shoulder Form Co. 


315 COMMERCIAL BLDG., TULSA, OKLA. 











Price $3.75 per Pair 














NEW--DIFFERENT---PRACTICAL AND ORIGINAL | 


MAKE YOUR OWN 


BRISCHOGRAPH FOR $10.00 


AND SAVE FIFTEEN DOLLARS... 
Set of two, new scientifically correct lenses completely mounted 
in metal tube and a tube housing with flange and bolts and 
nuts ready to fasten to your home made lamp house. These 
four inch lens will enlarge 49 square inches or 7x7 inches of 
picture at one time. Will enlarge to life size within ten 
feet. CAN YOU BEAT THAT? Will enlarge same larger 
than you will ever care to copy. You simply make a box 
about 6x10x12, two sockets, cord and plug and you will have 
as fine a projector you will ever care to own. We now have | 
transpose mirror for lens unit above at $2.00. Mirror, 4x6, is | 
metal mounted and slips over lens barrel. | 
Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money 
order. If you send cash, have your letter registered at P. O. 
Transpose Mirror, $2.00. All deliveries prepaid and sent fol- 
lowing day. Money back within ten days just as quick. 
92 E. Lakeview Ave. 
The Brischograph COLUMBUS, OHIO 
NOW IN ITS FIFTH YEAR 











Earn While You Learn! 


APPLY OUR LESSONS TO ACTUAL PRACTICE 
IN THE STORE 


The store is the most practical laboratory in which you 
can work out our lessons. 

in Window Display you have all necessary fixtures and 
merchandise and the actual windows in which to work. You 
can study results and try out various changes. 

In Advertising you write actual advertisements and these 
are criticised along with your regular lessons. Our pointing 
out mistakes and suggestions for improvement are invaluable 
to you. 

In Card Writing you put to actual use the work that you 
are doing. We criticise your cards before or after you use them. 

No time limit to the courses and monthly payments to 
suit your convenience. 

Our twenty-seven years’ experience in teaching assures you 
the best information obtainable. 

Tell us what studies you are interested in. 


THE KOESTER SCHOOL 


367 W. ADAMS ST., CHICAGO, ILL. 


as 
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Speaking of 
Sales! 





—“Guard the Vital Zone” has been the keynote 
of all “Bauer & Black” supporter and suspensory 
advertising. In this displa~ the circle has been 
used to exceptional advantage to focus attention 
onto the Vital Zone, even to the arrangement of 
the merchandise on the background panel. Dis- 
play produced in light and dark brown and three 
shades of red. Produced by Zipprodt, Inc., 
Chicago, Ill.— 


—This effective, two plane, “Ray-Glo” display 
was designed and built to be used with an actual 
heater. The design very effectively carries out 
the theme of glowing rays, radiant light and 
heat. The accompanying side pieces follow the 
same treatment and serve to make a flexible dis- 
play to accommodate various sized windows, and 
at the same time they stress two of the most 
important features of the product. Designed and 
produced by The Erie Lithographing & Printing 
Co., Erie, Pennsylvania— 








August, 1922 


Remington, 
FIREARMS 


Jed cossvone 
. CE 


Ne oct 
pate @ nation 
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America’s Chosen Ammunition 





—This display is unusual in that the portrait 
of a woman is featured to sell guns and am- 
munition, while ordinarily illustrations of 
hunters, dogs and game have been used for 
that purpose. Thus an appeal is made to 
women as well as to men. The figures were 
painted by Bradshaw Crandell. This poster 
measures 24x36 inches and was lithographed 
in eight colors. Created and produced by 
The W. F. Powers Company, New York, 
New York— 


Goodrich 


fe 
BATHING >) 


CAPS“SHOES “SF ~ 
v 





—Approximately twelve colors appear on 
this attractive “Goodrich” bathing cap and 
shoe display. The interesting feature lies in 
the realistic appearance of the bathing girl. 
The figure is cut-out, mounted on a hinged 


‘easel and when set up actually appears to be 


sitting on the diving board. Display de- 
signed, produced and created by Ketterlinus 
Lithographic Manufacturing Co. Phila.— 
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ALBANY, N. Y. 4 BUFFALO, N. Y. 
659 Broadway 378 Pearl St. 
SYRACUSE, N. Y. OFFICES ROCHESTER, N.Y. 
518 S. Clinton St. 165 St. Paul St. 
Windo-Crait Display Service Ine. 
Home Office Buffalo 
A Leading Service Satisfying Over 


DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 
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NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 








150 Leading National Advertisers 











ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO-J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 108 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 73 Main Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 








CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell’ more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OH1IO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 





MILWAUKEE, WIS.—STEFAN, INC., 1920 W. Vliet St. Covering 
Milwaukee and principal Wisconsin cities exclusively for national 
advertisers. 


_ NEW YORK, N. Y.—Excelsior Window Trimming Corporation 
5 Union Square, covers metropolitan New York as far south as Tren. 
ton—the world’s richest market. We install “merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet 
‘Merchandised Window Displays.” , 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Displ 
and Service Department. Also covers Al eta if ar ar 
Chacies, Mantes and Shoerenate. 1s. exandria, Baton Rouge, Lake 








NEW ORLEANS 


: This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles 
‘ Lafayette, Monroe and Shreveport. : 

Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














_NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
ae Ps, aaa at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 





ORANGE, Texas—Walter Journeay, 1003-4th St. Real Service. 





OKLAHOMA CITY, OKLA—Oklahoma Wind-O Displ I 
1643 W. Main St. Tulsa and Oklahoma City. ee ee 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





_PITTSBURGH, PA.—Ryan Display Service, Broad and Station 
Sts., E. E. H. J. Ryan, Mgr. Thoroughly covering Pittsburgh terri- 
tory and Western Pennsylvania. 





_PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
bie L. M. McMahon for data concerning southern New England 
erritory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roancke Window Display Service, Box 1146. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mer. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor ard St. Joseph in Michigan. References galore. 





SIOUX CITY, I0OWA—Kenneth C. Finke Window Display Service. 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. Dak. 





ST. LOUIS, MO.—Thornhill’s Display Service, 807 Mart Bldg. Com- 
plete and reliable window display service for national advertisers. 
Satisfied clients. 





SEATTLE AND WESTERN WASHINGTON—W ind-O-Display Serv- 


ice. A. H. Olson, Manager. A reliable and established display service. 





SPRINGFIELD, OHIO—Crawford Display Service, 221 June St. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. 


A complete window display service in this vicinity. 
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olor---Its Importance In 


Modernizing Show Cards 


Ler me first say that it is not my intention here to instruct 
in the use of color, but rather recall to your mind fundamental 
principles of its use in regard to the show card. Today we 
are entering upon a new age of appreciation in color, elab- 
orateness of detail, rich settings and a better consciousness 
of what is good taste. Displaymen and card writers have 
been extremely instrumental in this matter of education and 
it is of great importance that we exercise great care in the 
application of color to our work. 

I have always remembered a saying of an old teacher of 
mine that: “It takes two men to paint a picture. One to do 
the work, the other to tap him on the head when it is finished.” 
Nothing can do so much damage to the appearance of an idea 
in color as the over indulgence of it. Many a show card is 
ruined because the artist did not know when to stop. I do 
not mean that you should use a color chart or disc in making 
your cards, but the man who by his own efforts will be an 
expert at his work must develop a sense of pleasing color 
combinations that are modern, restful to the eye and fitting 
into the idea of the merchandise being display. 

In dealing with color there are many hard and fast rules, 
but in their application to the show card work they can easily 
be sifted down to a few fundamental principles. These princi- 
pals, if carefully followed, will in time develop a pleasing 


No. | 


By PAUL C. MASSEE 
GEORGE LOWENSON & SON 
PORTLAND, OREGON 


sense of color harmony. Perhaps the most difficult problem 
the average card writer has to master at some time in his 
career is the art of shading and outlining.. Shading tones 
must be soft, blending harmoniously into the background yet 
in contrast to the letter. Never use bright shades more 
striking than the letter itself or too much contrast with the 
background. In outlining a letter it is well, in most cases, 
to use a brighter shade of greater contrast to both letter and 
background, yet in harmony with both. Borders, underlining, 
etc., should be done in the same tones as the shading and if 
possible the display in which the card is to be used. 

Learn to avoid color combinations that are repulsive; 
color that is warm when the display is cold, or cold when 
the display radiates warmth. Proper color application kills 
the mournful effect of plain lettering and adds an atmosphere 
of life and bouyance to the card. It should be remembered 
that the primary object of a display card is to sell merchan- 
dise and a bright cheery appearance will carry greater sales 
force than a color combination that is morbid and depressing. 
Remember, too, there is nothing new about color, therefore, 
don’t be backward about copying ideas you know to be good. 
A good copyist is far better than a poor originator. 

In my first card “Style” and the price are in yellow on a 
wood brown mat, outlined in dark brown. The smaller let- 
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tering is in pale green. This card is bright, but masculine 
in appearance. It has price appeal as well as style. 

The next card “Travlwear Suits” is on a white mat. The 
background is shaded from a pale blue breen into a yellow 
with the lettering in black, dark green and blue. Outlining 
and shading tones correspond to the background. This card 
has a soft neutral tone, fitting into luxurious surroundings. 

The next card is on a black mat, “Hats” and “$5” are in 
bright orange, highlighted in yellow, shaded in red, and out- 
lined in dull olive green. The small lettering is in yellow 
and the word “Benchly” is in light blue. This card goes to 
the extreme in color application, yet it is attractive and in 
perfect harmony. It is an instance where, I believe, I have 
put extraordinary stress on color and stopped at the crucial 
moment. It is an attention compelling card I would use 
where price appeal is important. 

“Inventory Sale” is a reverse idea in brown on a cream 
mat. “Suits” and “36” are in dark brown, trimmed in bright 
orange. The small lettering is in black. The border, under- 
lining, etc., is in a black, orange and green combination. This 
card is on the poster idea and is most effective in a large 
size or worked into a poster to be used as a background. 
It has a “Special” appeal. 

“Slacks” and the price are in orchid, trimmed in purple 


’ 
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with cream color outline on a white mat. The color back 
of the illustration is a purely modern attention compelling 
idea shading from orange to pale yellow. The illustration in 
pale green and cream color completes the layout both as to 
color and composition. 


In the last card the character and “2 Pants” are in laven- 
der on a gray mat. “Suits” and the price are in orange, and 
all outlining and trimming done in pale green. This is an- 
other card that is colorful yet masculine in appearance and 
could easily be worked into a large effective poster. 


In these illustrations I have used both light and dark 
mats. I believe the most attractive color effects are produced 
on dark mats, since the contrast is stronger and the dark 
ground more brilliantly reflects true pigment values. How- 
ever, an occasional change to soft shades of blue, green, tan, 
gray or lemon yellow affords unusual opportunities for pleas- 
ing sales producing display cards, but requires careful study 
in the application of color. 

(Editor’s note: This is the second of a series of show 
card articles by Paul C. Massee. We are certain our readers 
enjoyed the first article, “The Importance of Layout.” It ap- 
peared in the July issue of DISPLAY WORLD. The third 
article, “They Must Be Modern,” will appear in September.) 








WHEN YOU TAKE THE 
“SPOTLIGHT”’ 


(Continued from page 8) 

have been won by “Jenter” exhibits in nearly every class of 
displays. In the International Aircraft Exposition at St. 
Louis, the sweepstakes cup was awarded to the “Jenter” ex- 
hibit for the Aluminum Company of America, which later 
won a prize in New York City. First prize in another divi- 
sion was won by the “Jenter-designed” Pan American Air- 
ways exhibit. Twenty-two international gold metals have 
been awarded to “Jenter-created” exhibits for the federal 


government alone. 

To such capable advertisers as Aluminum Company of 
America, General Motors Corporation, American Telephone 
& Telegraph Company, Standard Oil of New Jersey, Bigelow- 
Stanford Carpet Co., Inc., “Jenter” displays are favored. 
Other companies, noting “Jenter’’ achievements, have sent 
representatives out to Mt. Vernon, New York, to see what 
“Jenter” had out there. To them Jenter would say what he 
he been saying all along: “‘Jenter’ service is not an extra 
expense undertaken for pride or vanity. It is not an art serv- 
ice to make an exhibit attractive. It is a merchandising 
service to make exhibits and displays pay.” 
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Notes from I.A.D.M. 


Headquarters 


By JAMES W. FOLEY 
SECRETARY 


Your secretary is back on the job after an enforced ab- 
sence of approximately six weeks due to a serious illness 
which confined him to the hospital and his home. Diligent 
attention is now being given to the scores of communications 
which accumulated during his absence from the office. 

Prizes won in the recent Annual I. A. D. M. Contest have 
been ordered and will be ready for distribution in early Sep- 
tember. This action is a departure from the policy of previ- 
ous years but the financial status of the association previous 
to the recent convention demanded the exercise of extreme 
economy in the matter of contest expenditures. It has been 
found that under the old policy of purchasing prizes in ad- 
vance of the judging heavy losses were invariably incurred 
through the purchase of excess prizes, this condition arising 
because of unqualifying entries, insufficient entries and en- 
tries not worthy of qualifying for prize awards. 

With the Fall season rapidly approaching the secretary 
again calls attention to the obligation of every displayman 
to his representative association, the I. A. D. M. If your 
dues are not paid for the year kindly do your part in the 
interest of your organization and your profession by prompt 
remittance. Ii those now enrolled on our lists would keep 
their memberships in good standing regularly a regular pro- 
gram of educational character could and would be estab- 
lished. Records indicate that the dues received for mem- 
berships over the past several years have barely been suffi- 
cient for the payment of expense incurred in procuring and 
executing membership cards, mailing expense and the prizes 
annually allotted. This condition would appear to afford a 
suitable answer to those who continually complain because 
of the lack of regular educational features issuing by the 
association. The trouble is not with the structure of the 
I. A. D. M. or the association itself, but with the display 
profession that fails to cooperate or do its share in the func- 
tioning of the association that for thirty-five years has striven 
in the interest of display. 

The regular financial statements of the secretary as well 
as his reports on association activities during the past year 
have been forwarded to president Charles A. Vosburg and 
James H. Everetts, chairman of the executive committee. 
President Vosburg is expected to announce his program in a 
few days and his acquaintances expect it to be one of real 
substantial merit and progressiveness. The new president 
has the confidence of the association and the display frater- 
nity in general and great progress may be expected over the 
coming ten months. 

Under present arrangements the I. A. D. M. business office 
is being conducted without rental cost to the I. A. D. M. 
and the secretary working on a part-time salary basis but no 
salary is to be paid for services until past due accounts have 
been liquidated. Dues and fees will be employed for this 
purpose until all accounts are balanced. Then again we ask 
your cooperation in the prompt payment of dues. Don’t allow 
a few individuals to sacrifice time, money and energy in the 
effort to rehabilitate the association while you sit by con- 
tributing distructive criticism. 


Among the important association matters before President 
Vosburg, in addition to the formation of his program, are the 
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selection of territorial leaders or advisers, the appointment 
of committees and departmentals and the determination of 
the convention city for 1933. This latter matter will have 
early consideration and once the place is selected a broad 
publicity program will be inaugurated. Already invitations 
have been received from Washingion,D. C.; St. Louis, Mo.; 
Atlantic City, N. J.; Rochester, N. Y.; Milwaukee, Wis.; 
Indianapolis, Ind.; Portland, Ore.; Kansas City, Mo.; To- 
ronto, Can.; Montreal, Can.; Chicago, Ill., and Memphis. Tenn. 

We have just received word that President Vosburg has 
returned to his desk after a three-weeks vacation and intends 
to plunge into I. A. D. M. activities at once. Watch the Sep- 
tember issue of DISPLAY WORLD for important I. A. D. M. 
announcements including the president’s program, secretary's 
reports and other interesting material. 


Pacific Coast Display Men’s 
Institute, September 6-7. 


By WM. SCHARNINGHAUSEN 
PRESIDENT 


Tue Pacific Coast Display Men’s Ninth Annual Institute, 
September 6-7, Olympic Hotel, Seattle, will be two days of 
real post-graduate training in display work. Ideas in color, 
lighting, decoration and draping, and ideas in putting the 
selling appeal into the display, will be unfolded for every- 
one’s benefit, together with display ideas developed during 
1932. 

Some of the outstanding features of the program are: 

1. Demonstrations of what can be accomplished by theat- 
rical lighting effects, at small cost, put on by the Puget Sound 
Light and Power Co. 

2. Speakers: H. P. Burdick, Assistant Editor of the 
Seattle Times, “As the Public See Window Displays.” E. A. 
Norling, Artist-Associate Instructor Cornish School, “How 
Much Art.” Tom Jones Parry, Tom Jones Parry, Inc., Ad- 
H. M. Fiske, Fiske 
Display Service, “The Small Dealer's Display Problems.” 


vertising, “Psychology in Displays.” 


R. D. Friend, Sales Promotion Manager Bon Marche, “Co- 
ordinating the Promotional Problems of a Store.” Edwin H. 
Schroeder, Northwest Manager Cluett-Peabody, “Cluett-Pea- 
body’s Most Interesting Displays.” Stanton-Frederick, Stan- 
ton-Frederick, Inc., “Displays in a Women’s Specialty Shop.” 
Sid Levy, President The Sidley Co., San Francisco, Calif., 
“Your Personality.” J. H. S. Harris, The Egyptian Lacquer 
Mig. Co., “Colors and Paints.” Wm. Scharninghausen, Dis- 
play Manager Bon Marche, “New Ideas in Fixtures and 
Decorations.” Ed Danks, manufacturers’ displays, “The Right 
Way to Use Backgrounds and Displays.” 

3. An exhibit in the convention hotel of twenty-five ideas 
in interior displays with selling apveal. 

4. A review and demonstration of the newest ideas in fix- 
tures and in decorations. Presenting the newest products of 
the country’s foremost manufacturing concerns. 


5. Demonstrations on the convention platform. Building 
window displays and showing the newest drapes. 

6. Photographic displays of the country’s leading 1932 
window displays. 

In addition to the window and interior displays shown at 
the hotel, Seattle’s leading stores will have their fall displays 
in, and the program will be arranged so that the delegates 
will have ample time to visit the stores. 
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DISPLAY INSTALLERS 
WILL ADVERTISE 

“Installed Displays for Low Cost Sales Results” 
be the slogan around which the associated installers of 


* will 
Window Advertising, Inc., will launch an extensive adver- 
{ising campaign that will effectively reach the users and 
prospective users of window display advertising. The final 
plans were completed at a meeting of the Cooperative Com- 
mittee of Window Advertising, Inc., held at Cincinnati on 
Monday, July 18. Committee members present were Walter 
G. Vosler, Cincinnati Display Service, Cincinnati; Melvin H. 
Myers, Myers Display Service, Louisville, Ky.; Sol Fisher, 
Fisher Display Service, Chicago. Present at the meeting also 
were the following: Edw. J. Stefan, Stefan, Inc., Milwaukee, 
Wis.; John A. Albertson, National Displays, Indianapolis, 
Ind.; G. Altman, Altman Display Service, Columbus, Ohio. 

It was announced at the meeting that the majority of the 
associated installers had subscribed to defray the cost of the 
advertising campaign which together with the subscription of 
Window Advertising, Inc., insured the success of the under- 
taking. The campaign will be carried for a period of six 
months at a cost of approximately $7,500 and is the first time 
in the history of window display installation that a group of 
installers have cooperated and invested such a sum to pro- 
mote their business. 

The campaign will be launched early in September and 
will consist of dominant ads in the leading advertising and 
merchandising journals, as well as a monthly bulletin en- 
titled “Window Display Installation.” All promotional work 
will carry the following signature: “Sponsored by the Co- 
operative Committee and Associated Installers of Window 
Advertising, Inc.” 


THE SHOT THAT 
TELLS 

When an installation company produces a piece of ad- 
vertising as excellent as that recently produced by the Stefan 
organization in Milwaukee, DISPLAY WORLD wants to 
“tell the field” all about it. 

“Window advertising is the one form of promotion that 
all advertisers can use with assurance of gaining maximum 
attention and good results, WHEN PROPERLY CARRIED 
OUT .... the one form of advertising that is steadily gain- 
ing in volume .... the one form of advertising that permits 
you to place your message before ACTUAL PROSPECTS 
with a minimum of waste circulation .... the one form of ad- 
vertising that allows you to value its worth because of tang- 
ible, tracable results . ... the one form of advertising that 
has the widest latitude in individuality, in personaltiy, in 
shape, size and color. 

“We recently heard a sales executive boast that he had 
purchased certain display service at what he believed to be 
less than the cost of that service by playing one service 
against another. Only an unthinking business head will ap- 
plaud such practice. First of all, it is uneconomic for the ad- 
vertiser as well as the service. Moreover, it is the result 
of considering ‘how much’ without considering ‘how good.’ 
The cheapness of the price paid for display service may be a 
costly penalty laid on that method of buying. A few cents 
additional might become many dollars in additional sales. 
Therefore, the haggling method of buying is uneconomical for 
the buyer as well as for the service. A noted merchandising- 
executive, whose establishment has become a monument to 
his memory once said, ‘I want to buy the ENTHUSIASM 
of the seller along with the merchandise he sells to me.’ How 
much enthusiasm can a responsible organization head offer 
if he is forced to quote a ruinous price? What is good for 
both buyer and seller .... is good indeed.” 
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CHICAGO CARDBOARD COMPANY 
G66 WASHINGTON BivD. CHICAGO. 
"Creators OF unusval CerdbOerd prOduCts." 


























WINDOW TRIMMING---ADVERTISING 
SHOW-CARD WRITING 


Not a “Correspondence” or home study course. 
Practical, Individual Instruction 


Write for Information 


SMEBY SCHOOL,INC. Minneapolis, Minn. 























Ss F Be § © 
Siéesel Prices reduced for finest 


, mannequins and Millinery 
SIEGEL MANNEQUINS, INC. Weeds ever produced—See 
new Fall line just out! 


501 7th AVE. AT 37th ST. NEW YORK ; 4 
Immediate Delivery. 


PENN. 6 - 94ODA 






































38 


DISPLAY WORLD 





August, 1932 





ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 


MENT, DECORATIVES, ACCESSORIES AND 


Adv. Travel Message Signs 


Reliance Specialties Mfg. Co., Inc., 570 Lexing- 
ton Ave., New York City. 


AIR BRUSHES 


Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 


ARTIFICIAL FLOWERS 
7 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


ARTIFICIAL PLANTS 


Chelsea Realistic Products Co., Inc., 807 Sixth 
Ave., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SETTINGS 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Il. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BILLOW-PAK 
Kimberly Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 
—e Bros., 19 N. Sheldon St., Chicago, 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COMPOSITION BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUT. OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—METAL 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 
Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 
The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 
Standard Fixture Co., 1112 Commerce St., Dallas, 


Texas. 
DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 
ae 6 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
™~ Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


DISPLAY RACKS—METAL 
—T Bros. Co., 177 Chestnut St., Newark, 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, IIl. 


SPECIALTIES 


FABRICS FOR DISPLAY 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Mendelsohn Fabrics Co., 1658 Broadway, New 
York City. 

Miracle Fabrics Co., 113 W. Fotrty-eighth St, 
New York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
2 E. Twentieth St., New York City. 


FIXTURES-MOULDED 
Schneider Bros., 19 N. Sheldon St., Chicago, 


Ill. 
FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 


GELATINE SHEETS 
Rosco Laboratories, 367 Hudson Ave., Brooklyn, 


Ender Mfg. Co., 217 Grand St., New York City. 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
mY . 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


LETTERING BRUSHES 
Bert L. Daily, Inc., 126 E. Third St, Dayton, 
0. 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


MANNEQUINS 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

United Display Service, 440 So. Dearborn St., 
Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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Complete Trade Directory of Window Display and Store Equipment, Decoratives, Accessories and Specialties 





MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. 24th St., New 
York City. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
POSTERS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


PLYWOOD 
Douglas Fir Plywood Mfrs., Skinner Bldg., 
Seattle, Wash. 
PRICE TICKETS 
Display Price Corp., 570 Lexington Ave., New 
York City. 
PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


The Koester School, 314 S. Franklin St., Chi- 
cago, T[)1. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe eo Co., Inc., Aurelius Ave., Auburn, 
NR. ¥. 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 

Miller Paper Co., 80 Wooster St., New York 
City. 


SHOW CARD COLORS 


= L. Daily, Inc., 126 E. Third St., Dayton, 
hio. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
> Daily, Inc., 126 E. Third St., Dayton, 


0. 
The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Il. 
SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 217 W. 
125th St., New York City. 


SPOT LIGHTS 
Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 
STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 
Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 
TURN TABLES 
General Display Works, 145 W. Twenty-fourth 
St., New York City. 
VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

Rawson & Evans Co., 710 Washington Blvd., 


Chicago, Il. 
VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED JEWELRY 
DISPLAY FIXTURES 
Art Jewelry Case Corp., 29 W. 15th St., New 
York City. 
WALL BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 











“PAPER TUBES” 


(Continued from page 14) 

and head, painted in appropriate colors), pergolas (large tubes 
on end, trimmed with imitation leaves), trumpets (1-inch 
tubes, flared at one end, and painted silver) and countless 
other effects too numerous to mention. 

Large size tubes have been cut out to make pier-cabinets, 
an extremely effective display for small articles. Covered 
with leaf-pattern wall paper or other appropriate covering 
they give seasonable merchandise a most proper setting. 
As leg supports for glass shelving they offer a means of 
giving color and brightness too what otherwise would be 
unattractive displays. In short lengths they make excellent 
display stands for individual items and because of the quick- 
ness and ease of covering them, they serve as ideal hat stands, 
colored to harmonize with the individual hats displayed. 





NEW YORK STATE DISPLAY MEN’S 
ASSOCIATION INCORPORATES 


A certificate of incorporation was filed with the secretary 


of New York State for the New York State Display Men's 
Association, Inc. The purpose of this corporation is to create 
a medium or center for the exchange of new ideas and modern 
creations for use by the members in and about the business 
of window display, and to safeguard and protect the members 
in their relations to and with each other and with the retailers 
who retain them as disp!aymen or display managers; also to 
adjust and settle all disputes and controversies among the 
members, and to promote social intercourse and goodfellow- 
ship relations. 

New York City. 


The corporations main office is located in 


DOUGHERTY HEARN 
DISPLAY MANAGER 

Richard Dougherty, at one time assistant display manager 
L. Bamberger & Co., Newark, and more recently associated 
with the former Stewart & Co., and Orkin’s, Thirty-fourth 
Street, has joined the Hearn Department Stores as display 
manager in charge of both window and interior decorations. 
He succeeds Harry Cook. 








e Opportunity Exchange e 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 


People of 1932,” 


layout, art and 


430 N. McNeil St. 











Course in Advertising 


a new book, full 

of helpful suggestions on type, play Materials in all 
sales promot.on. $ selling numbers. 

Teaches you to write ads. 

E. W. ELMORE 

Memphis, Tenn. 





ATTENTION FIXTURE SALESMEN 
AND FREE LANCE MEN—Attractive 
propositien selling our new line of Dis- 
territories—Fast 


Address “W. C. D.” 
Care DISPLAY WORLD 
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VIRGO VENTURES VARIETY 
‘ontinued from page 23 
ek faoes AND coemectes 


Hais will be unusual and not very becoming, as Uranus 
is in Aries square Venus. They should be odd in shape. 
Saturn is still in a position to keep the prices down. Shoes 
are likely to be of some new material, as leather is under bad 
aspects and may be scarce and expensive. The cosmetic mar- 
ket is likely to have a drop; those who wish to be beautiful 
should be sure of their operators, as there are indications of 
accidents in beauty parlors or to those trying to be beautiful. 
Mars conjunct Venus square Uranus opposed Saturn. The 
drug store should make a few dollars, as the health of all 
has a tendency to suffer under these conditions. 

Speaking of money: There will be some sort of upset to 
money value during this lunation; perhaps the dollar will lose 
its standard as has the money of other countries. Uranus, 
the ruler of the house of money, is in a bad position... . 
The divorce question will be important, women will be before 
the public through unpleasant scandles. 





A QUESTION OF “SHOES” 
AND “ASTROLOGY” 

On page 28 of the January issue of DISPLAY WORLD, 
the following item by Anita Armstrong, astrologer, concern- 
ing shoes was printed: “Shoes are still important, and should 
make money as the heavy artillery is in the second house— 
the sign of the feet. Neptune is opposed, so there may be 
some trouble in the shoe business. Nevertheless, March has 
good chances to ‘shoe the United States’ if the dealer and 
manufacturer will work together.” 

Now, in a recent issue of the Herald Tribune, the follow- 
ing item appeared: “The United States production of boots 
and shoes (other than rubber) during the first four months 
of 1932 was reported as 103,758,859 pairs, an increase of 0.6 


per cent over the output of the corresponding period of 1931, 
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103,111,900 pairs. Production rose from 21,225,187 pairs in 
January to 30,675,573 pairs in March and was followed by 
the seasonal decline to 25,899,699 pairs in April. 





NEW WINDOW DISPLAY 
SCHOOL OPENS 

On August 1, there was opened in Chicago a new school, 
teaching window display and show card writing by personal 
instruction only. Will H. Bates, well known as a teacher of 
window display subjects through his long connection with 
The Koester School, has become associated with E. G. Hague, 
who for a number of years has conducted a local school of 
lettering under the name of Chicago Display System. Both 
men have long records as successful teachers in their respec- 
tive lines. 

Adequate quarters, in daylight school rooms, have been 
prepared at 39 West Adams Street, in the heart of Chicago's 
retail district, right opposite The Fair. Thus, the student, in 
addition to his class work, will have an opportunity to study 
and derive inspiration from some of the best dressed windows 
in the country. Instruction in all modern phases of window 
display and card writing will be given. New merchandise 
and fixtures have been provided for the students’ use, making 
a course in this school not only instructive but pleasant and 
satisfying as well. 

Those desiring further information should write to Chi- 
cago Display System, 39 West Adams Street, Chicago, Ill. 





FEOPLE OF 
1932 

E. W. Elmore, Memphis, Tennessee, author of “When 
Metal Talks” and “Manpower,” has just added a new title 
to his group of advertising books, “People of 1932.” 

Mr. Elmore endeavors to prove, “The people of 1932 are 
the same people as of 1929, only there are more of them, 
and they need and want more things. The depression of 
1932 might easily be called the depression of advertising, 
and the change in advertising tactics.” 


BISSELL CARPET SWEEPER 
APPOINTS STENSGAARD 

W. L. Stensgaard and Associates of Chicago have been 
appointed as Special Sales Promotion Counsel for the Bissell 
Carpet Sweeper Company of Grand Rapids, Mich. This ac- 
tivity is to consist of planning and executing promotion plans 
for the larger retail accounts on Bissell Products. 

Other assignments recently acquired by W. L. Stensgaard 
are special promotions for Bradley Knitting Mills and Water- 
proof Paint & Varnish Company. Also, Itinerant Display 
Campaigns to larger retail stores for the Hoover Company, 
Hickok Belts, Stetson Hats, Hickey-Freeman Clothes, Bos- 
tonian Shoes, Duofold Underwear, Interwoven Socks, Brae- 
burn Clothes, Dr. West’s Toothbrush and others. 

Mr. Stensgaard and his organization are nationally known 
as specialists in “Merchandise Presentation at the Point of 
Sale.” 


PAGING MR. MARTIN 

It is seldom that DISPLAY WORLD has occasion to 
print a notice similar to the following; but as it concerns 
a position for a certain Mr. Martin (and positions are scarce 
enough these days) we are very happy to cooperate in trying 
to locate the gentleman in question. The Mr. Martin we are 
interested in was formerly employed by Lards and Wm. 
Trowe Co., Detroit; he has recently left for the coast but has 
left no forwarding address. If Mr. Martin reads this notice 
or should any of our readers know the whereabouts of Mr. 
Martin, please communicate with DPD. Paul, Diamond Bros., 
1518 Woodward Ave., Detroit, Mich. 
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+5 Per Copy 
Postpaid 
Order Your Copy Now! 


A Combined Text and Reference Book, 

Complete in Text—90,000 Words—More 

Then 450 Illustrations—Attractive, De 

Luxe Cloth Binding—Will Prove Its 
Value on Sight. 


BOOK ORDER BLANK 


The Display World Publishing Co., 
Cincinnati, Ohio. 

Gentlemen: Enclosed find money 
order for $5.00 for one copy of The 
Window DISPLAY MANUAL, by Jack 
T. Chord. Please ship at once to. 








Oil. (ens es oa See SLE Cae ere 


SPECIAL COMBINATION OFFER— 
By adding $2.00 to the price of the 
book, a total of $7.00, we will include 
subscription to DISPLAY WORLD, 
either new, renewal or extention, a 
cash saving of $1.00. 






































A—We Display Our Merchandise the Best 
a —We Describe Our Merchandise the Best 


C—Ou Display Environment is Complementry 


Of Successful Window Display Merchandising is 
Completely Explained In the 


WINDOW 
DISPLAY 
MANUAL 


Its fundamentals answer the question: “Are you, a displayman or mer- 
chant, capable of meeting the situation—and situation it will be—when the 
merchandise is the same, the use is the same and the price is the same?” 
When this condition exists, the job of selling will go to the display pro- 
fession; the profession that knows window display fundamentals. 

Are “YOU” going.to be prepared to meet these new conditions ? 


























What the Display Authorities Say 


Carl H. Shank, Stix, Baer & Fuller Co., St. Louis, Mo.— 
“Many old-times could more firmly establish the 
courage of their convictions by a study of its pages.” 


Carl V. Haecker, Montgomery Ward & Co.— 
“The best book I have seen prepared for educating 
and assisting displaymen.” 


O. Wallace Davis, H. Batterman Co., Brooklyn, N. Y.— 
“T acclaim it by far the best and most helpful trea- 
tise yet attempted along this line of endeavor.” 


Barret Lyons, Hugh Lyons & Co., Lansing, Mich.— 

“It provides a point of departure for all of us and 
provides each with a better appreciation of the other’s 
problems.” 


G. A. Smith, National Display Counselor— 
“Chapters 8 to 19, containing the fundamentals of 
display, are worth the price of the book alone.” 


Clement Kieffer, Jr., The Kleinhans Co., Buffalo, N. Y.— 

“A quick perusal was all that was necessary to de- 
termine that this book will find a niche in every dis- 
playman’s library.” 
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= is important 
in the Creation of window displays. 
Not alone “perspective. as it con- 
cerns the mechanics of creative 
design, but also “mental per- 
spective. That is why display 
leaders everywhere read 
DISPLAY WORLD regv- 
larly. Don’t you think 
$3.00 invested in 
a subscription is 
a small tax for 
a full year’s 
service? 


Use order 


blank 
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' 
DISPLAY WORLD, ' 
Cincinnati, Ohio. ; 
Gentlemen: 5 
Enclosed find $3.00 for a full year’s sub- ; 

a scription, beginning with the next issue. 5 
4 Send magazine to the following address: - 
' 

4 

a 

rn 

3 

a 

i 

y 


: DR cern epee eeices eek ee ae 


| 
4 Address ..... ERO ae Te apne Tet ro! a saote Sree 


Canada and Foreign Orders, $4.00 
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